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Rough Proofs 


Practically everybody in the 
country is dreaming of a _ white 
Christmas except those unfortu- 
nates who have just had to take a 
healthy cut in their fuel oil sup- 
plies. 

v 


yy 9? 


Newspaper and magazine writers 
who are using capital letters in re- 
ferring to the WMC’s manning 
tables are going to be shocked to 
learn that nobody named Manning 
has anything to do with the case. 


7 =. F 


The farm implement trade, facing 
a shortage in equipment for 1943, 
is worrying about what is going to 
happen to food production, but 
you’d be surprised to see what a 
really ingenious farmer can do with 
a couple of old horse-shoes. 


a» wv © 


“Money orders,” suggests Ameri- 
can Express, “are ideal gifts for 
men in the service.” 

And are not despised by the rest 
of us, either. 


oe Me 


“Tickets are interchangeable be- 
tween the three routes,’ advertise 
the C. & E. IL, the Pennsy and the 
I. C., “with the approval of the Of- 
fice of Defense Transportation.” 

ODT is interested in transporta- 
tion, not grammar. 


7, ¥ 


There are 6,700 sleeping cars in 
the country, and at present there’s 
somebody anxious to occupy them, 
even to the last upper over the 
roughest set of bumpers. 


7 2 ¥V 


Somebody is always doing some- 
thing to inflate the ego of this fel- 
low Walter Winchell, who doesn’t 
need it. Now they’ve named three 
newscasters to pinch hit for him on 
the Jergens Journal. 


- Ve 


“The low-cost prefabricated 
house,” asserts Stewart McDonald, 


“built on an assembly line and put} 


into mass production, will undoubt- 
edly be among our postwar de- 
velopments.” 

The bricklayers’ and carpenters’ 
unions refuse to accept “undoubt- 
edly.” 


=~ wv = 


The International Harvester Com- 
pany has created a mechanical cot- 
ton picker, but what the boys down 
in Kentucky would like to see is a 
machine to pick tobacco worms. 


, Vw & 


All the magazines are showing 
you how nice it would be to order 
Subscriptions to their books as 
Christmas gifts, but none of the 
current efforts is smoother than the 
old Life’s “Obey that impulse.” 


es 9 
nly 43.3% of the non-white 


homes have radios, the Bureau of 
the Census has figured out. No 


h 
colored brothers. 


vv? 


Independent groceries are mak- 
a better showing than chains, 

A. C. Nielsen reports. Under gas 
rationing the housewife matches 


bargains versus the bus, and the 
bus wins. 


Copy Cus. 
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‘to advertising of charitable causes 


} 
| 


wonder Pappy Roosevelt is doing) Ad-libbing 
best to improve the lot of our| Admen in the Armed Forces 


| 
| 
| 
| 
| 
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‘SUPERMARKET’ SPECIALS 


Do Your Shopping »t FREEDOM'S COUNTER! 
é T <9 a My 

mer ~-) PATRIOTIC 
; SPECIALS 


5 Cartridges, 45 Calibre... 10%, 
12 Bindages 2s 
12 Yards, Barbed Wire... . SOR, 


no\ns 


wes SHOTLM a NHOetnnIn: 


Fox-Wisconsin Amusement Corp., offers 

real bargains in this unusual theater 

copy, run in newspapers of Wisconsin 
and Upper Michigan cities. 


N.Y. Dailies Give — 
Victory Rate’ to 
War Effort Copy 


Group Copy Placed 
at 25°% Below Open 
General Rate 


New York, Dec. 10.—All of the 
large volume of special December 
Victory Loan advertising appearing 
in New York newspapers in con- 
nection with the Treasury’s $9,000,- 
000,000 financing offer is being 
placed at a special “victory rate” 
which applies only to certain tyes 
of war effort copy, it was learned 
here this week. 

The “victory rate” is established 
at 25% below the open general rate, 
and is generally applicable only if 
the copy is devoted completely to 
an approved war theme and is 
signed by a group, without identi- 
fication of individual sponsors. Cur- 
rent advertising in the Treasury’s 
$9,000,000,000 drive here is being 
signed by the Victory Fund Com- 
mittee of the Second Federal Re- 
serve District, with such supple- 
mentary notations as “This adver- 


tisement is contributed by the 
commercial banks and trust com- 
panies of Manhattan and_ the 
Bronx.” 


Limited to New York 


So far as is known, the special | 
concession to war effort copy on the 
part of New York papers, although 
hedged about with a number of re- 
strictions, is the only such rate es- 
tablished in any city in the country. 
It is comparable to some extent to 
the special “charity rate” which| 
New York newspapers have offered | 


(Continued on Page 46) 
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NAM Members Scout 
Wisdom of Kaiser 


Postwar Outline 


‘Craziest Thing | 
Know,’ Willys Head 


TRADEMARK DIES 


° SS oe . 
Says of Suggestions Se 
(Salient excerpts from Mr. Kai- WAR changes a Famous Slogan 


ser’s speech appear on Page 24 of 
this issue.) 


New York, Dec. 10.—Reactions 
here this week to the startling pro- 
posals advanced before the National 
Association of Manufacturers last 
Friday night by Henry J. Kaiser, 
West Coast shipbuilder, were by no | 
means all of the same nature. Some 
applauded his suggestions, but com- 
ments of the majority ranged into | 


‘ oo 
Ne © eg Ae 


FOR VICTORY... Buy U.S. War Savings Bonds and Stamps 


Unusual newspaper copy which Phillips 
Petroleum Corp. ran in newspapers in its 
| 14-state marketing area last week, an- 
nouncing that "Phill-up with Phillips” is 


poeple ad aguler ay pid aos being retired for the duration, and end- 
expressions which are not easily | ing up with a "buy bonds" appeal in- 
printable. stead. Lambert & Feasley, New York, 
Members of the NAM, before 


is the agency. 


10-30% Trim in 
Paper Supplies 
Is Estimated 


Newspaper Industry 
Group Asks Use of 
1941 Base Figures 


whom Mr. Kaiser advocated imme- 
diate public announcement of post- 
war products, plus advertising of 
these products, plus development of 
a plan for accepting war bonds as 
“down payments” on them, seemed 
generally unhappy at the challenge 
which the shipbuilder flung at them, 
and it seemed likely that it will be 
a long time before Mr. Kaiser gets 
another chance to address the group. 


Willys Head Blasts Speech 


Sone industrialist who was so 
w.ought up by the Kaiser speech 
that he called newspaper men to 
his hotel to tell them that the Kai- 
ser 


Teasers Irk ‘Info 
Please’ Producer; 
Won't Renew Deal 


Says 'Green Has Gone 
to War’ Upset Tempo 
of Whole Program 


New York, Dec. 10. — When 
“Lucky Strike green went to war,” 
it not only annoyed the printing ink 
manufacturers who insisted that 
there was no shortage of green ink, 
but the frequent insertion of the 
teaser line in the “Information 
Please’ program so irritated Dan 
Golenpaul, producer of the program, 
that he has notified Lucky Strike 
that the show will not be available 
for sponsorship by American To- 
bacco Company after the broadcast 
of Feb. 5, 1943. 

Mr. Golenpaul’s office informed 
ADVERTISING AGE today that the in- 
trusion of the catch-line broke up 
the continuity of the program so 
badly as to destroy its effectiveness 
almost completely. He _ intimated 
that he has not been happy about 
the commercial handling of the 
show for several months, and that 
the package-change teasers finally 
induced him to cancel his contract 
with Lucky Strike, even though no 
other sponsor has yet signed on the 
dotted line for the show. 

George Washington Hill, fiery 
president of American Tobacco 
Company, had no comment to make 
‘on Mr. Golenpaul’s announcement, 
and Lord & Thomas, the Lucky 


message was “poppycock and Strike agency, was likewise silent. 
half-baked like a lot of other pro- Washington, D. C., Dec. 10.—Esti-| It was reported, however, that 
posals by Mr. Kaiser,” was Joseph|mates of the eventual maximum | American Tobacco is consiaering re- 
W. Frazer, president of Willys-|curtailment of paper supplies for | Placing the “Information Please” 
Overland, one-time passenger car| printing and publishing varied from show with another “Hit Parade 
maker and now producer of Jeeps|20 to 30% today as the nation’s | type of program, this one built 
for the Army. newspapers recommended to WPB/|®@round popular songs of yesteryear, 

In language which the New York|that future limitations of print) ther than around current favor- 
Herald Tribune described as “pep-|paper, including newsprint and_| ites. The program is aired over an 


pered with epithets,’ Mr. Frazer 
said that the idea of the automotive 
field announcing 1945 models now | 
and accepting war bonds as down 
payments was “the craziest thing I 
ever heard.” 

Mr. Frazer objected most strenu- 
ously to Mr. Kaiser’s assertion that 
some engineering men might be 
spared to work on postwar models, 

(Continued on Page 41) 


rotogravure paper, be set at a per- 
centage of 1941 consumption. 


dustry advisory committee proposed 
that each individual newspaper 
(daily, seven day, or non-daily) be 
allotted in each quarter beginning 
with Jan. 1, 1943, paper supplies in 
an amount based upon the total 
| tonnage required to produce its “net 
(Continued on Page 46) 


Last Minute News Flashes 


Sylvania Names Bishop to New Post 
New York, Dec. 11.—Robert H. Bishop, formerly eastern sales man- 
ager of the lighting division of Sylvania Electric Products Company, has 


| been named general sales manager of this division, succeeding Charles 


C. Pyle, recently named managing director of the National Electrical 
Wholesalers Association. 


Bayer Introduces ‘Victory’ Package for Aspirin 

New York, Dec. 11.—Following thorough sales tests, Bayer Company 
has begun trade introduction of a new “Victory” package for aspirin, 
replacing the conventional tin. The new package looks like a book of 
paper matches, and contains 12 tablets in a cellophane envelope, perfor- 
ated for easy opening. 


Candy Makers May Start Radio Series 

New York, Dec. 11.—According to reports here today, the broadcast 
over the Blue Network Dec. 9 in which the Council on Candy as Food 
in the War Effort sponsored a talk by Mrs. Roosevelt, created so much 
favorable interest that the council may shortly launch a 13-week pro- 
gram. The organization is composed of leading candy manufacturers. 
BBDO handled the Mrs. Roosevelt broadcast. 


Stotter Joins MacFarland, Aveyard & Co. 

Chicago, Dec. 11.— David W. Stotter, for the past seven years with 
Lord & Thomas, and previously with Campbell-Ewald Company, De- 
troit, has joined MacFarland, Aveyard & Co. as copy and account ex- 
ecutive. Mr. Stotter began his advertising career with Mason Warner 


Company, and later was with Dearborn Advertising Agency. 


Members of WPB’s newspaper in- | 


NBC network at 8:30 p. m., EWT, 
on Friday nights. 


Backing Producer 


| None of the well-known figures 
connected with the “Information 
Please” program—Clifton Fadiman 
of The New Yorker, master of cere- 
monies; Franklin P. Adams, John 
Kieran or Oscar Levant—was avail- 
able for comment, but it was under- 
stood that the “cast” was standing 
shoulder to shoulder with the pro- 
ducer in the cancellation move. 

Although the “Information Please” 
break was an outgrowth of the 
package change which Lucky Strike 
is currently instigating (ADVERTIS- 
ING AGE, Nov. 16), the “Lucky 
Strike green has gone to war” theme 
of the cigaret manufacturer stirred 
up considerable discussion on _ its 
own, as have several other of the 
company’s merchandising Moves in 
the past, such as the “Reach for a 
Lucky instead of a sweet” campaign 
of recent years. 

Ink manufacturers’ indignantly 
refuted Lucky Strike’s contention 
that the package change has been 
brought on by wartime needs, as- 
serting that there is no present or 
potential shortage of the materials 
from which the green ‘nk on the 
| package is made, and declaring that 
Lucky Strike’s announcement of the 
|change has done considerable dam- 
age to the printing trades, and has 
resulted in frightening a number of 
|other advertisers who use green on 
‘their packages or labels, and who 
now fear either a shortage of pig- 
ments or a situation in which the 
public may assume that use of green 
ink is unpatriotic. 

Mr. Golenpaul’s office told Apver- 
\tistnc Ace that no new sponsor has 


First Copy 
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been lined up for the famous quiz | 


show, but that several soap manu- 
facturers and others have already 
expressed interest. In one quarter 
it was suggested that Pabst Brew- 
ing Company, which was known to 
be interested in radio before its 
recent agency switch, might find 
“Information Please” something of 
an attraction. On the other hand, 
most radio advertising men feel 
that the program is too highbrow 
for the ordinary package - goods 
product, and that its audience is too 
limited and too concentrated in the 
higher intellectual strata to make it 
a good buy for mass products. 

The unusual quiz show has been 
a subject for almost continuous 
comment in the advertising field 
since it was originally put on as a 
commercial show by Canada Dry 
Ginger Ale, Inc., in the fall of 1938 
after six months as a sustainer on 
NBC. In July, 1940, Canada Dry 
announced that it would relinquish 
sponsorship of the program, which 
had developed into an extraordinary 
success, when the contract expired 
on Nov. 15 of that year, citing 
steadily mounting production costs 
and the uncertainties of the business 
outlook as the reason for the change. 
The very next week it was reported 
that Lucky Strike would take over 
sponsorship of the program at the 


expiration of the Canada Dry con- 
tract, at the same time extending 
the size of the network. 

Although originally considered a 
comparatively inexpensive show be- 
cause of the small cast and sim- 
plicity of the program’s structure, it 
is understood that it has been sold 
at about $8,500 a week during re- 
cent years. When Canada Dry took 
on the program, its cost was $2,500 
weekly. This had increased to 
about $4,200 when the contract ex- 
pired and was boosted to the cur- 
rent figure then. 

During recent weeks the show 
has been “on tour” for the first time 
in its history, winding up a drive 
for war bond sales with a program 
in Boston last week, at which some 
$4,000,000 in bonds were sold. 


Chirurg Plans Study 
of British Labor 


James T. Chirurg, president of 
the Boston agency which bears his 
name, has left for England to spend 
several weeks studying labor rela- 
tions in war plants, developments 
in manufacturing methods and pro- 
cedures, distribution, and advertis- 
ing and sales promotion. 

Although traveling as a private 
citizen, his visit was arranged with 
the cooperation of British govern- 
ment officials. 


Insurance Group 
- s 
May Amplify ‘Keep 

o,f ° ’ 

Fit' Theme in ‘43 

New York, Dec. 10.—The “Keep 
Well and Help Win the War” cru- 
sade which has been heavily played 
up by the Institute of Life Insur- 
ance in 277 newspapers in 170 
cities throughout the country, will 
probably be amplified during 1943, 
it was indicated today following the 
institute’s annual meeting. 

Surgeon-General Thomas Parran 
of the U. S. Public Health Service 
originally supplied the organization 
with five health rules which formed 
the keynote of the current cam- 
paign. 

Copy has stressed the importance 
of keeping fit now that a great 
number of physicians has been 
called into service. A credit line at 
the bottom of the insertion identi- 
fies the institute as the sponsor. 


Changes Issue Date 

Men’s Wear, published by the 
Fairchild Publications, New York, 
will change its date of issue from 
Wednesdays to Fridays, beginning 
January 1943. The change is being 
made to keep up with the latest 
news developments in Washington. 


What do YOU think of SONOVOX, Hitler? 


Now the War of Nerves is back- 
firing! 


On September 21, untold thou- 
sands of Germans ai their con- 
quered slaves heard the first of a 
new kind of radio propaganda 
program, sent as part of the ded- 
icatory program of WGEO, Gen- 
eral Electric’s new 100,000-watt 
shortwave 


station beamed at 


Europe. 


The program was a three-quarter- 
hour broadcast written by Ted 
Huston and produced under the 
direction of John Sheehan. In 
blood-curdling dramatic re-enact- 
ment it depicted the horrors of 
the German war machine in its 
ruthless march against civiliza- 
tion. Then it foretold the re- 
venge of justice and the inevit- 
able doom of Hitlerism. In a 


rising roar of wind and factory 
whistles and wheels of American 
production, the voice of fate 
spoke out—in actual words—to 
promise the death of the Nazi 
monster. ... 


We wish you could have heard 

Like us, you would have been 
shocked and thrilled and stirred. 
Like us you would have been 
deeply impressed with the capac- 
ity of Sonovox to create dramatic 
illusions — to help sell Freedom 
as easily as it helps sell any of 
the products listed at the right.... 


How can you use Sonovox to in- 
crease the effectiveness of your 
radio efforts? Our 
Production 


top-flight 
Department would 
be glad to submit some ideas. 
Get them! No 
Address: 


obligation, of 
course, 


pw eee INC. 


“Talking and Singing Sound” 


CHICAGO 
Na Vy 


Pr 
\ 


CHICAGO: 80 N. Mucbegde 
Franklin 6474 


NEW YORK: 24> Part Ave 
Plaza 5-41 51 


NEW YORK 


FREE & PETERS, INC. 


HOLLYWOOD 


Exclusive National Representatives 


SAN FRANCISCO: |: Switer 
Sutter 4354 


HOLLYWOOD: 5 6:2 \. Gordon 
Gladstone 4949 


SONOVOX CAMPAIGNS 


Allied Mills, Inc. (I! ayne Feeds) 


American Chicle Co. 
(Black Jack Gum) 


American Industries Salvage Com- 
mittee (Steel Scrap Drive) 


Bismarck Hotel Co. 


Buick Motors Division of General 
Motors Sales Corp. 


Chicago, Milwaukee, St. Paul and 
Pacific R. R. 


Chick Bed Company 
(Chick Bed Litter) 


Emerson Drug Company 
(Bromo Seltcer) 


Christian Feigenspan Brewing 
Company 
(Feigenspan and Dobler P.O.N. 
Beers and Ale s) 


Colgnetmeme Peet Company 
‘el, Palmolive) 


Feltman-Curme Shoes 

Forum Cafeterias of America 

Grocery Store Products Sales Co., 
(Fould’s Macaroni Products) 


Christian Hansen Laboratory, Inc. 
(Junket Quick Fudge Mix) 


Lever Brothers Co 
(Lifebuoy Soap) 


Naval Aviation Selection Board 


Navy Seabees 
(l S. Navy, ( onstruction 
Battalions) 

Pan American Coffee Bureau 


Purity Bakeries Corp. 
lTaystee Bread, Grennan 
Cake s} 


Alvino Rey and his Orchestra 
Y : 


(in all broadcasts) 
Shell Oil Company 
U. S. Treasury Dept 


Velie-Ryan, Inc. 
Nesbitt's Calif 
Drink) 


orma Orange 


ATLANTA: 522 Palmer Bidg 
Main $667 


OWI Plans Definite 
Relief for Small 
Radio Stations 


Washington, D. C., Dec. 10.— 
Small, independent local broadcast- 
ing stations which are threatened 
with “drying up” of advertising 
revenues will receive some definite 
form of government aid in the near 
future, it was revealed here today. 

Alternatives are: (1) direct gov- 
ernment subsidy, (2) indirect gov- 
ernment subsidy, (3) government 
loans, (4) payment at advertising 
rates for time now donated free to 
government agencies, (5) pressure 
on national institutional and good- 
will advertisers to spread their pur- 
chase of time into the smaller, out- 
lying markets. 

Gardner Cowles Jr., deputy direc- 
tor and chief of domestic operations 
of OWI, said yesterday at OWI 
Director Elmer Davis’ first press 
conference that something will be 
done to keep the small stations on 
the air. He declined to discuss OWI 
plans, but revealed that the Adver- 
tising Council had been commis- 
sioned to make a fact-finding study 
to determine whether shrinkage of 
national, regional or local advertis- 
ing was the most severe problem 
confronting the small stations, and 
| to suggest remedies. 


Oppose Subsidies 


| Both the broadcasting industry 
jand FCC Chairman James Law- 
rence Fly are opposed to direct gov- 
ernment subsidy or loans, which 
smack of government ownership. 
Indirect government subsidy might 
take the form of program material 
and talent. 

The Bureau of Internal Revenue 
has flatly scotched one proposal, 
that stations deduct the value of 
government time as income tax 
expenses. An _ Internal Revenue 
spokesman pointed out that oper- 
| ating expenses such as announcers, 
talent, engineers and depreciation | 
have already been deducted as nor- 
mal business expenses, and cannot 
| be subtracted twice. It was also 
| suggested that tax deductions are 
meaningless to a station in the “red.” 

Chairman Fly has expressed his 
hope that network service may be 
extended to more outlying rural 
|stations through reduction of the 
| American Telephone & Telegraph 
Company’s line charges, one objec- 
tive of the commission’s AT&T 
hearings. 

Most feasible of the various pro- 
posals is payment at regular adver- 
tising rates or special government 
rates for all or part of the time 
used by OWI and other agencies. 


WGN Billings Gain 
12°, Over 1941 


At a sales meeting held in Chi- 
cago last week, William A. Mc- 
Guineas, station sales manager, an- 
nounced that local billing on WGN 
had increased 12% over for the first 
10 months of 1942 over a like period 
in 1941. Billings for the first 10 
months of 1942 were 73% higher 
than for the first 10 months of 1938. 


Fuller Names Curtiss 


Fuller Mfg. Company, Kalamazoo, 
Mich., manufacturer of heavy duty 
transmissions, has appointed the 
Chicago office of Spencer W. Curtiss 
to direct advertising. 


OUT OF DATE 


Mon off actin -17 1 50.., Read 
You Cin BEAT L N VY 


When President Roosevelt shuffled the 
manpower setup and eliminated enlist- 
ments in the Army and Navy, he also 
dealt a body blow to enlistment copy 
such as this, a four-color page appear- 
ing in the Dec. 13 This Week Magazine. 


Army, Navy Drop 
Campaigns; Only 
Waacs Continue 


Washington, D. C., Dec. 10.—Both 
the Army and the Navy this week 
concluded their highly - successful 
recruiting advertising campaigns in 
line with President Roosevelt’s ex- 
ecutive order of Dec. 5, which ended 
recruiting drives and gave WMC 
Chairman Paul V. McNutt sweeping 
powers over manpower, including 
administration of the selective serv- 
ice system. 

Only recruiting campaign cur- 
rently in force is the recently-in- 
augurated Waac’s campaign, which 
will appear monthly in Ladies’ 
Home Journal, McCall’s, and Wo- 
man’s Home Companion, in addition 
to 92 Sunday newspapers, magazine, 
and rotogravure sections. 

An official Navy spokesman said 
that no recruiting advertising cam- 
| paign is under consideration for the 
Wav es, a service much smaller nu- 
|merically than the Waacs at the 
present time. 

Freezing of merchant seamen in 
their jobs by the WMC this week 
led to speculations that the service 
might be militarized. If not, it is 
possible that the Maritime Commis- 
sion will launch a recruiting cam- 
paign to insure expansion of per- 
sonnel in the merchant marine to 
keep pace with soaring shipbuild- 
ing. 


Engravers Ask 


More Consideration 


To all Chicago advertisers and 
agencies, the Chicago Photo-En- 
gravers Association last week sent 
a letter asking cooperation in (a) 
eliminating “rush” work, (b) ex- 
tending delivery requirements on 
normal work. 

The letter explained that the in- 
dustry was operating under severe 
curtailments and asked that custom- 
ers help the engravers by allowing 
more time so that the most economic 
processes were available to the 
engravers. 


Lee Appoints Gardner 


H. D. Lee Mercantile Company, 
Kansas City, manufacturer of Lee 


unionalls, coveralls, and work 
clothes, has appointed Gardner Ac- 
vertising Company, St. Louis, as its 


advertising agency. The appoint- 
ment is effective Jan. 1 for both the 
clothing and food divisions of the 
|} company. 
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Don’t kid yourself that all Gremlins concentrate 
on pestering airplane pilots. Some, more venture- 
some (particularly those with college educations) 
figure they have a finer future in the advertising 
“game.” Take warning please . . . check all values 
carefully before you button up that 1943 list. 


Many agencies are doing a beautiful job today with 
copy that sells their clients’ war work, plans and 
ideas for the future... much to the disgust of many 
a designing Gremlin who likes to gimmick up any- 
thing constructive. 

About the only thing that makes a Gremlin madder 
is to spot such purposeful copy in PoPULAR SCIENCE 
Monthly, the news-picture magazine of science and 


: industry. 

| “Grrl” Can't you just hear him? 

: You see, he knows PopuLaR ScreNcE’s long- 
7 time score on traceable results (for advertisers who 


want them). And now when it is ideas rather than 
products being purveyed, this “Phooey-Results” 
pixie figures he can buffalo buyers into believing 
all they need is “intangible influence.” 

Maybe we're hard-headed, but we insist the 
identical reader qualities that make our people buy 
your goods is the best proof you could have they 


‘It's the intangible influence that counts,” 
whispers the “Phooey-Results’ GREMLIN 


.. .The News-Picture Magazine so 
of Science & Industry 7% 


will be responsive to your ideas. Yes, we'll give you 
influence all right, but a very tangible brand of in- 
fluence, we assure you. 

We'll give you a million minds, alert for new 
ideas, new developments, new horizons. We'll give 
you the kind of guys who were the first to buy four 
wheel brakes and iceless iceboxes and synchro- 
mesh and air conditioning and lots of other once- 
new things. The same men, if you please, who will 
he the first to buy tubeless tires, cars with sealed-in 
cooling systems, plastic-equipped kitchens, and all 
the new after-the-war products. 


We'll give you fertile seeding ground for sowing 

.a market of mental self-starters 
. a market of men that can’t help selling their 

friends, once they make your ideas their ideas. 


tomorrow's sales .. 


In 1943 you can buy this million-man-market for 
$1.23 per page per thousand. 
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Weiner Appointed 
New Director of 
Civilian Supply 


Denies Intent to 

Close Stores, Limit 
Food Shipments 
Washington, D. C., Dec. 10.—Leon 


Henderson's dual role of price ad- 
ministrator and director of civilian 


supply ended today when WPB 
Chairman Donald M. Nelson ac- 
cepted “with regret” his resigna- 


tion from the latter post, and named 
Joseph L. Weiner, deputy director, 
as his successor. Mr. Henderson 
will, in his capacity of price admin- 
istrator, remain on the War Pro- 
duction Board. 

Mr. Henderson’s resignation moves 
into the post of chief receiver for 
the peacetime economy the Rus- 
sian-born lawyer who has_ been 
principal executive officer of the 
OCS since the fall of France. 

The 40-year-old administrator 
served as_ assistant corporation 


| 
| 


| There may have been some 


as counsel for the city’s board of 
transportation; and as special coun- 


sel and deputy director of the pub- | 


lic utilities division of the Securi- 
ties and Exchange Commission be- 
fore joining the pre-Pearl Harbor 
Office of Price Administration and 
Civilian Supply. 

Within an hour after Mr. Wein- 
er’s advancement to his new post, a 
promotion that came 
surprise to his closest lieutenants, 
he issued a statement denying re- 


ate many of the larger retail stores 
in order to concentrate sales in 
smaller establishments, and that it 
planned to limit movement of food 
to 500 miles. 
“No Such Action” 

Warning of these two reforms 
was attributed to Roland S. Vaile, 
chief of the consumers goods divi- 
sion of OCS, in press association 
reports of a business association 
meeting in Los Angeles which he 
addressed on Tuesday. 

“So far as I know, 


| months. 


as a complete | 


as that reported in 
patch is being considered by OCS, 
or as far as I know by any other 
agency of the government.” 
Concentration of retailing and 
wholesaling has been one of the 
most controversial subjects with- 
in OPA and WPB in recent 
Donald Nelson, a top ex- 
of Sears, Roebuck & 
before his appointment 


ecutive 
Co. 


| ties and Allocation Board, absorbed 
perts that OCS planned to elimin- | 


| of 


in the formation of WPB, has 
stoutly opposed any moves to con- 
centrate distribution. 

The Office of Civilian Supply has, 
however, established a distribution 
concentration committee under 
chairmanship of Prof. D. J. Duncan, 
head of the marketing department 
Northwestern University, who 


| spends one day each week in Wash- 


| ship, 


no such action | 


is being considered by any agent | 


of the government,’ Mr. Weiner 
said today. 

“I did not see Mr. Vaile’s 
and knew nothing about it 


press dispatch was shown 


speech, 
until a 
to me. 
misun- 


counsel for the city of New York;| der ‘standing, because no such action 


as a consultant. 
policies, and duties of this 
committee are a_closely-guarded | 
secret, although Merle Fainsod, di- 


ington 


rector of the OPA retail trades and | 


services division, and author of the 
recent “Retailers Economy for Vic- 
tory” program which incorporates 
several consumer movement re- 
forms, is a member. 

This program, reported in ADVER- 
TISING AGE Nov. 30, is aimed at con- 
centration of wholesaling through 
encouraging retailers to form buy- 


NEW 


For a Close-up of 


Southern Agriculturist’s 


VITALITY 


Open the Current Issue 


new suit-——you 


it. too. 


Open the current issue 


1. For complete co-operation by all 
Americans to win the war as soon 
as possible and to secure a perma- 
nent peace. 


2. For collection and distribution 
of the tax dollar in a manner equi- 
table to agriculture; and for strict 
economy in expenditure of all pub- 
lic funds. 

3. For a system of farming that 
assures maximum year-round use of 
land, livestock, machinery and labor. 


4. To secure first-class educational 
opportunities for all rural youth. 
5. For rehabilitation of the coun- 
try church. 


Southern 


LOS ANGELES 


NASHVILLE 


Ivs like meeting an old friend in a brand 
ean't help but notice it. 
And readers and advertisers are noticing 
For the last six months of °42, ad- 


vertising has gained substantially. 


6. For widespread, profitable use 
of modern equipment, and the ac- 
celeration of rural electrification. 


7. For strong active organization 
of farmers, by farmers, for farmers 
to advance the interests of agricul- 
ture, and to promote better under- 
standing and co-operation between 
agriculture, industry and laber. 


8. To encourage sound industrial 
growth in the South as an aid to 
agriculture. 


9. For a rural health program that 
will include adequate medical ser- 
vice for everyone. 


ae 
ey 
“\ 
ts reed by 2 out of every $ 


White Form Families in the South 
NEW YORK 


pictures, new features, an exclusive radio 
tie-up with six leading southern stations. 


These are plus the long established quali- 


ties which have made Southern Agricul- 
turist such a solid publication. 4-color 
youll see more bleed cover, too, 


The New Publisher of this Old Farm Paper 
Re-states His Pledge to Fight... 


| 
the press dis- 


as | 
| chairman of the old Supply Priori- 


the | 


Member- | 


10. To promote the work of tax- 
supported agencies, rendering ser- 
vices vital to agriculture, and te 
eliminate wasteful duplication of 
effort. 


11. For greater opportunities for | 


deserving farmers to own 
and other farm property; 
rural housing and for fair 
term leasing agreements between 
landlords and tenants. 


homes 
for better 


12. For an all-out aggressive pro- 
gram to give the farmer equal buy- 
ing power with other segments of 
national life. 


roruretar O Comey 


President ond Publisher 


Agriculturist 


CHICAGO 


long- | 


DETROIT | Hoffman-LaRoche, 


ing cooperatives and to place their 
purchases with fewer suppliers. 


OCS COMPLETES 


INDUSTRY SURVEYS 
New York, Dec. 11.—Joseph L. 


Supply, today pledged that indus- 
tries will be concentrated only 
when the war situation calls for it. 

Addressing the American Stand- 
ards Association at the Hotel Astor, 
the new OCS chief said that his 
office is just now bringing to a 
close its preliminary surveys of in- 
dustries which are slated for con- 
centration. 

“We keep no list of industries nor 
do we know how many plants will 
be affected by concentration,” 
emphasized. 

Reviewing the principal concen- 
ration programs inaugurated thus 
|far, Mr. 
1943 civilian supply program would 
| include only about 6% of the 
amount of crude rubber available in 
1940; only 1%% of the total steel 
production for 1943; only 7% of the 
1940 consumption of copper, anda 
virtually no high-grade aluminum. 

He pointed out that manpower, 
transportation, power, and storage 
facility requirements would all bear 
on the 1943 concentration program, 
and that standardization and simpli- 
fication of products made by con- 
centrated industries would _ be 
studied carefully to assure 
maximum consumer goods 
available materials. 


for 


War Campaigns a 
‘Local Level’ Are 
Urged by LaRoche 


Chicago, Dec. 10.—Chester J. La- 
| Roche, chairman of the Advertising | 
|Council, told the Chicago Feder- 
ated Advertising Club today that 


| 
| 
| 
| 


| war campaigns must be executed at | 
the local level if they are to be of | 


maximum effectiveness. He con- 
_gratulated the club on its contribu- | 
tions to the scrap salvage drive, 
initiated through Leo Burnett and 
| other local agencies, and urged that | 
lit lead the way in organizing local 
facilities for backing up national 


| war effort. 

Mr. LaRoche said that in order 
to accelerate work of a local nature, 
the Council has recommended that 
the Office of War _ Information, 
through which are initiated govern- 


ment advertising activities, establish | 
in Chicago and on the West | 


offices 
Coast, 
media 


so that advertisers, agencies, 
and others may be able to 
obtain quickly the information they 
need regarding local tie-ups with 
|}national projects. 

| The Advertising Council 
said that he was convinced 
advertising men have special abili- 
ties which can be used most suc- 
‘cessfully in the execution of war- 
‘time advertising programs, and that 
it is not necessary to enter govern- 
ment service in order to be an im- 
portant part of the war effort. 


head 


Chisholm Named 
District Manager 


Ralph L. Chisholm, formerly in 
charge of research and advertising 
for Universal Winding Company, 


| Providence, has been named New 
| England district manager for Tex- 
| tile World. 

| Mr. Chisholm succeeds Edwin D. 
|Fowle, who has been promoted to 


the publisher’s office. His headquar- 
ters will be in Boston. 


Eastman Joins ‘SEP’ 


Don Eastman, formerly media and | 


research director 
|Peart, New York, 
assistant publicity 
| Saturday Evening Post, Philadel- 
phia. Charles Van Cott, formerly 
| sales promotion manager of Family 
Circle, Newark, has joined the Post’s 
publicity staff. 


of Paris and 
has been named 
manager of The 


To H. M. Wicsemtiien 


. M. Kiesewetter, Advertising 
aan ney, New York, has been ap-| 
|pointed to direct advertising for 


Inc., Nutley, N. 
J.; producer of synthetic vitamins. 
Medical publications will be used. 


Weiner, Leon Henderson’s successor | 
as Director of the Office of Civilian | 


he | 


Weiner revealed that the | 


the | 


advertising projects related to the) 


Aé& P Launches Big 


Newspaper Drive 
for Marvel Loaf 


Washington, D. C., Dec. 10.—The 
most intensive six-week campaign 
on Marvel bread ever put behind 
the product by Great Atlantic & 
| Pacific Tea Company moved into 
| this area this week with release of 
newspaper copy. 

The drive involves 800 and 1,000 
lines in approximately 500 newspa- 
pers throughout the country. Copy 


emphasizes freshness, nutritiona] 
|quality, and larger quantity per 
| loaf. 


Marvel is now packaged in a new 
dated wrapper and has been stand- 
| ardized in a great many sections at 
a 4» pound loaf. Formerly its weight 
| varied from district to district. 

The campaign is already under 
| way in half the New England area 
and is rapidly spreading to the com- 
pany’s six other divisions, Central, 
Eastern, Atlantic, Southern, Centra] 
West and Midwest. 

Enrichment, one of the five “ex- 
clusives” being heavily featured in 
the copy, is backed up with the 
statement “Marvel was not only the 
first nationally-sold bread to be en- 


riched but even exceeds the 
government’s) minimum _ require- 
ments for enriched bread.” 

Readers are urged, as a final 
“grand slam” to compare Marvel 


with the bread they are now using 


A six-page leaflet has also been 
|}aimed at consumers headed “Why 
Buy Bread Blindfolded? At Last 


| Know the Real Truth About White 
Breads.” 


Sun Valley | Clouds 
Over: Will Close 
for the Duration 


Omaha, Dec. 10.—One 
West’s most famous winter 
| resorts, Sun Valley, Ida., will be- 
come a war casualty next week and 
| prospective visitors who had made 
|reservations for the Christmas holi- 
days can pick a spot nearer home 
|or stay home. 
| W. P. Rogers, general manager of 
the resort, announced the shutdown, 
| which is effective Dec. 20, thus end- 
|ing heavy promotion of the winter 
playground (ADVERTISING AGE, Dec. 
7). He blamed the manpower short- 
age, fuel rationing and transporta- 
tion difficulties. It is to remain 
closed for the duration. 

The Union Pacific Railroad oper- 
ates Sun Valley, which was 
| moted by the road’s chairman of the 
|board, W. A. Harriman. W. M 
Jeffers, now rubber director, super- 
vised building of the resort. 


of the 


sports 


pro- 


that | 


Ad Managers Elect 

The following officers have been 
elected by the Advertising Man- 
agers Club of Chicago for 1943 
James Keithley, president; Richard 
F. Drake, vice-president; Herbert 
Webb, secretary-treasurer; and Kay 
Lies, recording secretary. 
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You 

keep 
customers 
when you 


KEEP 

SPOTS 

_ BEFORE 
THEIR 


EARS! @ ASK A JOHN BLAIF MAN 
ABOUT SPOT RAI 
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| get sore once a week 


| GUESS you could say I’m generally a pretty 
calm guy. 

“At least, I don’t blow my top the way Army 
sergeants are supposed to...not even when 
one of the men in my classes acts as though his 
head were made of cement. 


‘But once a week ... when I get my copy of 
LIFE... get sore. 


""Because these days the first thing I turn to 
is LIFE’s ‘Newsfront’ page ...and when I read 
those hard-hitting articles that give you the ab- 
solute low-down on America’s doubts and fum- 
blings, my blood just boils. 


“It really shocks a person to read how so 
many of us are treating this as a ‘happy war’; 
and how selfish or complacent people are ob- 
structing the way to victory; and how many 
peoples of the earth are far from convinced 
that our fighting motives are unselfish. 


"But I knew it’s mighty good for me...and 
everyone else ...to get sore about those things. 


“"Because it makes each of us buckle down 
and do what we can. . . whether it’s collecting 
scrap, getting into uniform, or buying War 
Bonds .. . to help America come out on top in 
this fracas. 


‘Of course, there are a dozen other things in 
every issue of LIFE that are important to me. I see 
actual pictures of all the fighting fronts, and those 
maps, airplane and ordnance studies are often val- 
uable in our class work. But I think that by help- 
ing Americans really understand why we've got to 
get to work, LIFE is doing its greatest job.’’ 


Possibly 23,900,000 Reasons 


Well, that’s why one soldier reads LIFE. 


Every one of LIFE’s readers (who number 
23,900,000 civilians plus 63% of our armed 
forces in this country) conceivably has his own 
special reason for enjoying the magazine. 


But by analyzing the letters that LIFE gets, it’s 
apparent that there is one fundan ental reason 


. - eo ate * , 
ee 
grees 


x le 


why it is so popular. It gives people a swift and 
clear and simple story of the world they are 
living in—and fighting for. 


Because LIFE means so much to so many peo- 
ple, it has become the nation’s first magazine in 
which to advertise goods and present unusual 
and new messages born of wartime conditions. 


Eyes for the Minds 
of America 
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ADVERTISING AGE 
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Vitamins? Scott's 
Been Advertising 
Them for 35 Years 


Ancient Fisherman 
Still Working Hard 
for Emulsion 


By STEPHEN BOOKE 


New York, Dec. 9.—After 35 years | 
of intensive advertising which has} 
consistently stressed the “natural | 
vitamin content” in Scott’s Emul-| 
sion, manufactured by Scott & 
Bowne, Bloomfield, N. J., the famil- 
iar gargantuan cod fish slung over | 
a fisherman’s shoulder still holds its | 
place as the product’s official trade- | 
mark. The passing years have made 
little change in the essential copy 
theme, as evinced by the regular 
winter campaign currently running 
in The American Weekly, New York 
Daily News, New York Daily Mirror, 
several other metropolitan dailies 
throughout the country, and over 
the airwaves in Atlanta and New| 
Orleans. 

The only noteworthy change, per-| 


haps, is that the present drive is 
geared for total war and aimed at 
garnering a lion’s share of the pro- 
lific medications market, now boom- 
ing since a great many physicians 
have been called to service. 

Since 1873, Scott & Bowne, one of | 
the first vitamin advertisers, has de- | 
voted several millions of dollars to 
developing consumer acceptance 
throughout the entire Western 
Hemisphere. Practically every type | 
of advertising medium known has 
been employed to reinforce the | 
emulsion, which is pretty firmly en- | 
trenched all over the world. 


World-Wide Seller 


Newspapers, magazines, radio, | 
novelties, motion picture theater 
slides, booklets and catalogs have 
been used, with the media differing | 
in various countries to suit the com- | 
pany’s needs. In the United States, | 
selected national magazines, news- | 
papers and radio carry the bulk of | 
the annual expenditure which is 
making rapid strides in proportion | 
to the sales increase. 

Despite the tremendous toll ex- 
acted by prepared vitamin tablets, | 
extensive clinical research, under- | 
taken for the postwar period, indi- 
cates that Scott & Bowne will vastly 
expand its foreign market, specific- 
ally, Canada, Cuba, and South, 
America. At present, Scott’s Emul- 


LITTLE CHANGED 


IS THE ONLY EMULSION IMITATED 


If there was any other Emulsion as good as 
Scott’s— Scott’s would not be the one imitated. 

As it is, there are hundreds and thousands of 
imitations, their makers claiming great things for 
them; but the fact remains that Scoft’s is far and 
away the best, as is proven by a world-wide record 
and test of 35 years. 

Doctors have tested it, millions of people have 
tested it, and more of it is sold to-day than any and 
all other Emulsions combined; that’s evidence of 
superiority, isn’t it? 

Scott’s Emulsion will do more for you per dollar 
spent than any other preparation at half its cost. 
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Scott’s Emulsion 


OVER THE YEARS | 


HELP ’EM GROW UP HUSKY 


Give Tonic Many Doctors Recommend 


scott's emuLsion 
CONTAINS 
NEEDED VI TAL 
ELEMENTS 
* 


HERE ARE THE ACTUAL FACTS! 

Why Many Doctors Recommend Scott's Emulsion! 
paper pe Nae te earn ny 
blements, they @ lib 


youngsters the great benefits of 
th 


or the fisherman trademark 
PROOF! Why Scott's Emulsion Is Better’ 
1. Rich in natural A and D Vita- 

mir valuable food supple- 
4 tonic 


eth, and a real sta 1 Gi 
t's Emulsion daslyt —) 9. Sachesive 
OGEST'S 4 TOMES LASHER TRAM PLAN C88 LINER ligestion and assimilation. 
ou Scott's Emulsion is easy to 3. Four times easier to digest 
and retain. No stomach up- than plain cod liver oil. 
t! Start giving your 4. Pleasant-tasting, economical. 


process promotes its 


Back in 1909-10, the public learned about Scott's Emulsion from the copy repro- 
duced at the left. Up-to-date advertising—shown in The American Weekly copy 
at the right—bears a striking resemblance to the 33-year-old appeal. 


SCOTT & BOWNE, 409 Pearl Street, NEW YORK 


fed ©’ SCOTT'S EMULSION 
pas Great Year-Round Tonic 2 A Ayes 


sion is produced in_ laboratories 
located in Brazil, Mexico, Cuba, 
Colombia, Venezuela, Argentina, 


Canada, and in the main plant at 
Bloomfield. 

Shipping difficulties have ham- 
pered exceptional sales potentiali- 
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DETROIT IS A 2nd Zee Jour 


_to 1910 and headed with the names | 
/of such ailments as consumption, | 


}ural A and D vitamins,” 


EN from the Ozark hills, Ken- 


metropolitan area earning wages 


tucky's blue grass and the 


mid-west prairie have 


come to De- 


troit, 336,000 strong since 1940 to 


work in the great munition plants that 
roar out their round-the-clock pro- 


duction song. 


No other American city has grown 
so fast, says the Census Bureau. And 


the end is not yet. 


. . . Detroit is a brand new town. 
You have to approach it differently 
in selling than ever before. 


are 2,710,000 people 


And so we say 


INCE the 


that to many seems like some strange 
dream come true. 


great trek to Detroit 


started in 1940, The Free Press 


has added over 60,000 families to 
its reader-roster, representing nearly 


Here 


in a compact 


a quarter million people. Its owner- 
ship has changed—its hold on De- 
troit was never more secure nor so 
soundly based. Plan WELL for De- 
troit in the months ahead. The Free 
Press can help you sell more and at 


LOWEST COST. 


Che Detroit Free Press 


Story, Brooks & Finley, Inc., Natl. Representatives 


ties of the Latin American coun- 
tries, but figures are nevertheless 
soaring far beyond expectations. 
There is a good possibility that the 
current campaign may be extended 
to an “all year round” proposition. 


| A Trademark Is Born 


The origin of the trademark dates 
back to 1887, when Alfred B. Scott, 
|of Scott & Bowne, visited the Lofo- 
|ten Islands, Norway, to discover a 
;}means of increasing cod liver oil 
| production. Early one morning he 
| was pried from his bed to see the 
| “biggest cod fish ever caught.” An 
|avid photography fan, he grasped 
| his camera and posed the fisherman 
| with the huge fish. Later, during 
that same year, the photograph was 
reproduced as part of the Scott’s 
| Emulsion package. 

A series of insertions dating back 


scrofula, and consumption panic, | 
| 


| tended to shock readers into realiz- | 


ing the ravages of these diseases, | 
then prescribed cures consisting of | 
rest, sunshine and Scott’s Emulsion. | 

Current copy, emphasizing “nat- | 
has been | 
streamlined, but still clings to the 
“exclusive process” theme which | 
“promotes digestion and assimila- | 
tion.” 

Atherton & Currier is the agency. 


Magazine Drive 
Meets Delay; Will | 
Be Launched Soon 


New York, Dec. 10.—The big co- ! 


ordinated magazine campaign to 
|help the war effort, which has been 
|in the works for many months, and 
| which was worked on by about 15 
| different agencies, which submitted 
| nine complete campaigns, is all set 
|now, but won't be offered to pub- 
| lishers until some time next week, 
|when minor changes suggested by | 
| government officials have been in- 
|corporated in the six advertise-| 
ments which are now complete. 

The campaign is being sponsored 
by the National Publishers Associa- 

|}tion, with the cooperation of the 
| Periodical Publishers 
|}agencies, typographers and others 
,in the advertising field who have 
all donated their talents, materials 
and supplies. It was developed in 
| cooperation with the OWI, the OCD 
and the Advertising Council, and 
will be made available to maga- 
zines, farm papers and_ business 
papers, with NPA and the cooper- 
ating groups arranging for distribu- 
tion of mats, plates, etc. 

It is primarily an OCD and 
morale campaign, with copy that is 
reported to be among the best that 
has come out of the war. 


Nome Gates Ad Manager 

Virginia Gates has been appointed 
sales promotion and _ advertising 
director for Mary Dunhill, Inc., 


maker of perfumes and cosmetics. 
Miss Gates was formerly publicity 
director of Saks-Fifth Avenue, de- 
partment store, and previously was 
with Lennen & Mitchell in the same 
| capacity. 


December 14, 1942 
Paimolive Takes 
to Magazines with 
New Beauty Theme 


New York, Dec. 10.—Following ; 
series of tests in newspapers, Co]l- 
gate-Palmolive-Peet Company ha 
moved into magazines with co; 
offering “not just a promise... bu: 
actual proof of new skin beauty f 
2 out of 3 women in 14 days.” Ted 
Bates, Inc., is the agency. 

The new campaign embraces color 
copy in The American Weekly, Th s 
Week Magazine and True Story, 
well as space in the First 3 Markets 
Group of newspapers, and the list 
of media will probably be extended 
after the first of the year, althou 
supply conditions in the soap m 
ket do not warrant positive fore- 
casts. 

The copy declares that skin spe- 
cialists have proved by test of 216 
women that two out of three cde- 
velop “softer, smoother skin, | 
oiliness, less dryness, clearer sk: 
complexions more radiant, glowing, 
sparkling’? when these steps are fo|- 
lowed: 

“Wash your face three times a 
day with Palmolive soap. © Then, 
take one minute more—a full! 60 
seconds—and massage Palmolive’s 
remarkable beautifying lather into 
your skin ... like a cream. It’s that 
60-second massage with Palmolive’s 
rich and wondrously gentle lather 
that works such wonders. Now 
rinse—that’s all.” 


Houghton Named V. P. 


Harry E. Houghton, general sales 
manager of Brown Company, Ber- 
lin, N. H., has been elected vice- 
president in charge of sales. The 
company produces pulp, paper and 
other wood cellulose products. 


Named Representative 
Joseph Hershey McGillvra, Inc. 


New York, has been named nationa! 
representative for Station WOYV, 
New York, with the exception of 
the Eastern Seaboard states. 


Ca 
YOUTH MARKET 


fothe: 
DURATION 


1,000,000 


| CIRCULATION 


} 


Association, | 


GJuak 
AGE 14 TO 17 


They're high school youths, 
age 14 to 17 and they 
gravure supplement to their 
own high school newspa- 
papers. Scholastic ROTO 
reaches these youths every 
year in 1,370 high schools 


333 N. MICHIGAN, CHICAGO 
2216 R. K.0. BLDG., NEW YORK | 
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The BIGGEST thing 


in the country... 


O 30 MILLION odd motor vehicle 

owners the gas pump now becomes 
the biggest thing in the country. Even 
gas rationing will not dilute its potency. 
Figure this—the ODT wants to keep over 
30 million motor vehicles running — 
“they are a war necessity.’ No matter 
how much, or little, gas each car is 
allowed, they'll get the gas from gas 
pumps. Every car will be at a gas pump 
once a week for its ration. That's four 
times a month—48 times a year. So 
there'll be a staggering total of over one 


i 


billion retail sales contacts with car and 
truck owners right at gas pumps. And 
don't overlook this point — the wide- 
awake retail salesmen who man the gas 
pumps SELL services and supplies. Right 
now, the service-repair and maintenance 
sales of these stations is breaking all 
previous records! Your products? We 
hope so! But why not tell them about 
yours in their own publication, The Super 
Service Station, Published by The Irving- 
Cloud Publishing Co., Chicago, IIl.—also 
publishers of Jobber Topics. 
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Southern Pacitic 
Sells ‘Christmas 
Without Travel’ 


San Francisco, Dec. 9.—Directly 
in line with the recent plea of 
Director Joseph B. Eastman of the 
Office of Defense Transportation 
for “a Christmas without travel,” 
Southern Pacific Company currently 
is using large-space newspaper ad- 
vertisements asking the public “not 
to travel during the holiday sea- 
son.” 

In a reversal of its well-known 
poster message, “Next time, try the 
train,” this don’t travel advertise- 
ment is headlined, “Don’t ‘Try the 
Train’ between Dec. 15 and Jan. 5.” 
The copy was scheduled for the 
company’s regular newspaper list in 
California, Arizona, Nevada and 
Texas. Five-column space 
used in San Francisco dailies. 

Traffic Situation “Critical” 

F. S. McGinnis, vice-president in 
charge of passenger traffic for the 
railroad, appealed to the public to 
forego all rail travel not vital to the 
war effort. “Southern Pacific 
facing a critical situation with re- 
gard to holiday traffic,” he said. 
“Every locomotive we have or can 
rent is being used, and the supply 


was | 


of passenger cars for civilian use is 
reduced.” 

The special advertisement told 
prospective travelers that “After 
years of hard effort to improve our 
service and to get people to travel 
by train, we naturally dislike to dis- 
courage train travel now. But Uncle 
Sam’s business — and that’s your 
business—comes first.” 

Lord & Thomas is the agency. 


WAAB Renews Activities 


Station WAAB, formerly in Bos- 


ton, will resume broadcasting on 
Dec. 13 from its new location in 
Worcester, Mass. WAAB is affili- 


ated with the Mutual and Yankee 
networks and operates on 1,440 ke, 
5,000 watts day and night. 


Joins War Shipping 

William Dwight has been granted 
leave of absence for the duration as 
president of Station WHYN, Hol- 
yoke, Mass., to become assistant to 
Lewis E. Douglas, administrator of 
war shipping. Mr. Dwight’s head- 


|quarters will be in Washington. 


is | 


Damon Named A. M. 


Albert H. Damon has been ap- 
pointed advertising manager of 
Poole’s, Springfield, Mass., depart- 
ment store. Mr. Damon was for- 
merly local advertising manager for 
the New York Herald Tribune. 


D 


Budd Uses Dailies 


as Backbone of 


Morale Promotion 


Seeks New Workers 
Through Series of 
Local Advertisements 


Philadelphia, Dec. 10.—One of the 
most intensive employe morale 
drives of the year, utilizing local 
newspapers as its basic medium, has 
been launched in four Philadelphia 
dailies by Edward G. Budd Mfg. 
Company, through Lewis & Gilman, 
Budd’s newly-appointed agency. 

The series appears in 1,050-line 
size, with the present phase of the 
drive scheduled to run 13 weeks. 
The over-all idea of the campaign 
is to improve morale among Budd’s 
present 12,000 workers, to enhance 
the reputation of the Budd plants 
as a place to work, and as a result 
to attract the thousands of 
| tional workers needed to meet con- 
stantly increasing 
mands on Army and Navy sched- 
ules. 


addi- | 


| 
| In planning the campaign, officials | 


of Budd and of its advertising| 
agency recognized that the new 
workers needed by the plant could 
not be drafted from the other war 
production plants in the busy Phila- 
delphia area. Instead, the drive was 
developed specifically with the ob- 
jective of tapping the reservoir of 
labor in industries which have not 
been converted to war production, 
and of women and other workers 
seeking industrial jobs for the first 
time under the spur of a desire to 
help win the war of production. 


Workers Always Featured 


The advertising, designed to ap- 
peal strongly to these types of work- 
ers, is built around actual work- 
ers in the Budd plants—welders, die 
cutters, machinists and other metal 


workers, including some of the 
women shop workers. 
The first piece of copy, built 


around the receipt by the company 
of the Army-Navy “E” with star, 
featured Earle “Buzz” Wilt, an 
|}expert arc welder and one of the 
most popular members of the work- 
|ers’ organization, and presented his 
/reaction to receipt of the award. 

Another advertisement, headed, 


HELP WANTED 


EDWARD G. BUDD MANUFACTURING COMPANY 


New workers are sought by Edward G. 
Budd Mfg. Co. in a new campaign cen- 
tered in Philadelphia newspapers. Work- 
ers, like Leonard J. Breeman Jr., pictured 
above, help present the story. 


| “Passing the ammunition at Budd’s,” 


production de-| shows a large photograph of another | 


worker, 
lifting a 


Leonard J. Breeman Jr., 
case of ammunition, and 


SPECtacular! 


Maybe Mr. Thurber wasn’t fooling. Maybe the elderly 
gentleman did get KDKA through the steel rims of his 


spectacles. We wouldn't know. 


sieged by diverting 


sharp twinge in 


Something of which we are sure, however (and in which all 


advertisers are concerned), is that plenty of people do get 
KDKA in the regular way: Through their radio sets with 


the usual tubes, condensers, coils, and what not. 


Recent instance: More than 37,000 people “got” KDKA 
and an advertiser’s message, as proved by his mail, through- 
out the run of a 60-announcement daytime schedule. If 
low-cost-per-inquiry interests you, be sure to schedule 


50,000-watt KDKA, Pittsburgh. 


With nation-wide gas-rationing now in effect, and with tires 
irreplaceable, make sure your product is moving off shelves 
...in the stores “just around the corner” from 14 million 


stay-at-home families in the KDKA Primary Area. 


WESTINGHOUSE RADIO STATIONS Inc 


wowo 


* WGL + WBZ + WBZA + KYW K 


PITTSBURGH 
50,000 WATTS 


DKA 


two-step without moving their feet. And 
the Mayor’s office was frequently be- 


payers: an elderly gentleman who could 
get KDKA on the steel rims of his 
spectacles, a woman who was warned 
of the approach of earthquakes by a 


_ prigtt gaa Mn ome 
Pe CPi a Se 
a. she a cl 


and passionate tax- 


org ANSe 


hewn 
r 


her left side... 


— Excerpt from James Thurber’s 
“Memoirs of a Drudge,”’ The 
New Yorker for Oct. 3, 1942. 


presenting a brief message in 
|}own words. 

| Each advertisement in the seri 
features the photograph and opin- 
‘ions of an actual worker in the 
|plants, and each winds up with |; 
direct bid for new employes. Fo: 
example, in an advertisement fea- 
turing a nearly-lifesize photograp! 
of “big Joe Prendergast,” forme 
football player with Temple and the 
Eagles, and now a Budd employs 
this paragraph concludes the me 
sage: 


Seeks New Employes 


“Men and women find in the 
Budd plant an opportunity to be ot 
real service to their country. At 
the same time they receive training 
for the future—ina solidly grounded 
industry that embraces every field 
ot transportation—land, sea and ai: 
Working conditions are modern 
Budd holds the Pennsylvania State 
Certificate of Merit for Safety Rec- 
ord. Budd workers won the Navy 
‘E’ in February—now have the joint 
Army-Navy ‘E’ with service sta 


‘MBS Shows Increase 
in Billings of 38.1°/, 

An increase of 38.1% marks 
total billings for the Mutual Broad- 
casting System in the first 11 mont! 
of 1942. In the highest 1l-mont 
cumulative figure attained by the 
network, gross billings totaled $%,- 
775,305 against $6,352,457 for the 
first 11 months of 1941. 

November billings, howev« 
showed a slight dip of 5.1% or $910.- 
167 against $957,935 in 1941. 


_f 
T 


PHOTOS 


ss Wirlte for information 
-- about our catalog. 7 


KAUFMANN FABRY 


425 8. WABASH AVE., CHICAGO 
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ASSOCIATED PRESS PHOTO 


9 L. M. GIANNINI, Banker: “IT look forward to 
TIME every week because TIME provides such 
a well-edited review of the week’s news and 
ings all important events into proper per- 


x. 


¥ 
WIDE WORLD PHOTOS, INC. 
WILL DURANT, Author and Lecturer: “TIME is 
more indispensable to me than any other pe- 
riodical of our time. I marvel every week at 
its continued energy, scope, vivacity, and 


ACME PHOTO 


DONALD W. DOUGLAS, President, Douglas Air- a 
craft Corp.: “I find TIME challenging, invig- 
orating, instructive. Its terse, direct approac 
to the vital problems of the day stim 


tes 


ERIC SCHALL-PIK 


EARNEST A. HOOTON, Anthropologist: “Time, 
valuable before the war, is now invaluable. It 
brings into sharp universal focus the entire 
panorama of world events. I find these vir- 


spective, thus permitting an intelligent ap- 
pralal of developments from the point of 
view yf one’s own activities. Such a service 
is valuable in normal times; it has grown in- 
estimabl\ greater since the war began.” 


Y ITS OWN TELL, “Who's Who” selects those peo- 
ple “who, in their several walks of life, tread in 
advance of the multitude—lead the way —and by 
their example, their labors, their writings and their 
speeches become leaders of public opinion in their 
community and pioneers of action.” 
“Leaders of public opinion!”—“pioneers of ac- 
tion!”—here indeed is a blue-ribbon grand jury to 
answer the question: 


What do you consider the most impor- 
tant magazine in the country today? 


When this question went to a cross section of the 
influential, successful men and women listed in 
“Who’s Who,” 3041 (or 41.4%) out of the 7350 
queried, replied. And T1ME led the field with 29.1% 
of the mentions—nearly twice the number received 
by the magazine next in line that carries advertising. 


relative accuracy; having made some error 
myself I know how inevitable these are in 
large undertaking.” 


angels fear to tread.” 


/ 
, i 
a” 


Wy 


at do the men and women in “Who's Whe” 
ink of America’s magazines? 


TIME came in first not only in the over-all tally, but 
also more specifically among the businessmen and 
business women, the doctors, government ofhcials, 
lawyers, chemists, and engineers. (TIME seems to 
have increased its following in “Who's Who,” for a 
similar survey in 1939 gave TIME only 26.7 of the 
mentions against 18.3°% for the next in line.) 

And just to make sure ‘‘Who'’s Who"’ wasn't 

merely admiring Time from a distance, a cross 

section was queried again only last month—and 

each of the men and women listed there was 

asked to name his own personal favorite among 

all the magazines he reads. TiME piled up a tower- 

ing lead—got more first choice votes than all the 

next three magazines that carry advertising. 


TIME is grateful for this vote of confidence—will do 

all in its power to deserve the continuing interest and 
a) S , > ’” 

support of “America’s Most Important People. 


TIME 


THE WEEKLY NEWSMAGAZINE 


unbiased consideration—creates an it 
disregard of inherited, pre-conc 
and a determination to see thir 
TIME deliberately, wisely st 


€ as they are 
ks around where 


igent tues in TIME, the Weekly Newsmagazine: 
red ideas Editorial courage, reportorial originality, pen- 
etration in analysis, fearless appraisal of per- 
sonalities, frank admission of errors, pervasive 


humor, terse, idiomatic English.” 


These key groups all vote Time 


‘‘America'’s most important magazine!” 


(Perhaps because TIME does the most 
important job a magazine can do 


for America’s most important people.) 


EVIDENCE PREVIOUSLY SUBMITTED 


Corporation officers and directors (TIME, 
; to 1) 


Newspaper editors (TIME, almost 3 to 1 


Radio commentators (TIME, almost 2 to 1) 


EVIDENCE HEREWITH 
People listed in “Who's Who” (Timi » tol) 


COMING SOON! 


College presidents School principals 
Members of Congress Mavors 

Newspaper columnists 
Members of American 
Medical Association 


Contributors to 


En ye lopedia Britannica 
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The National Manpower 
Program 


The new set-up for determination 
and execution of national policies 
on manpower is a logical method of 
organizing and_ distributing our 
human resources to the best advan- 
tage for the war effort. In addi- 
tion, it centralizes authority so that 
confusion regarding the needs of the 
armed forces, of war production, of 
agriculture and of civilian require- 
ments should be speedily eliminated 
by the development of an over-all 
design covering the entire operation, 

Since manpower for the Army, 
Navy and air forces must be deter- 
mined largely on the basis of how 
large a force we can train, transport 
and supply for service abroad, it is 
quite likely that the actual size of 


the expeditionary forces we shall | 


put into the field in Africa, Europe 
and the Pacific will be considerably 
reduced from original plans. There 
is no point in building a force too 
large to arm and supply. 

In the same way decisions regard- 
ing concentration of war production 
on the arms best suited for our 
needs in 1943 may mean a reduc- 
tion in the production requirements 
of certain divisions of our military 
program. What is apparently needed 
is increased striking power, with 
ships and planes given precedence 
over certain other kinds of muni- 
tions and supplies. 


‘this May mean that in develop- 
ing an over-all policy for the dis- 
wibution of our available’ labor 
supplies, we shall tind it possible 
to conserve and build up the 


ugri- 
cultural forces upon whom depend: 
the vital production of our food 
supplies in 1943. The farmer has 
been taken for granted to too large 
an extent, without proper support 
as to workers and equipment to do 
the tremendous job which has been 
assigned to him. 

And along with the program for 
the maintenance of civilian supplies, 
we believe that Mr. McNutt has 
already come to the conclusion that 
it is foolish to maintain a 40-hour 
week in industry. If we need to 
produce more, both of military and 
civilian requirements, we should 
make better use of workers already 


;on the job, as well as attempt a 


better distribution of our man and 
womanpower. 

In addition, the enthusiasm of our 
nation and the determination of our 
people to supply the weapons and 
the food that are needed for early 
Victory should be translated not 
only into fulltime production, but 
full-production time. We are con- 
fident that no American. citizen 

ants to work less than necessary 

produce less than possible in the 
‘ours worked 


Advertisings Wartime Service 


Chester J. LaRoche, chairman of 
the Advertising Council, told the 
district meeting of the Four A’s in 
Chicago recently that according to 
the best estimates available, agen- 
cies have given voluntarily to war 
work the equivalent of $3,000,000 of 
payroll time, and that advertisers 
and media have contributed space 
and time with a value of $60,000,000. 

This is a quick measure of the 
accomplishments of advertising in 
the first year of the war. Since 
some time was required to organize 
the field for action, and to establish 
general policies for the execution of 
specific advertising projects, the 
contributions of advertisers, agen- 
cies and media in 1943 should dwarf 
even the great record already made 
in 1942. 

Because so much has been done 
and so much more is being planned, 
ADVERTISING AGE will devote its 
December 21 issue largely to a 
presentation of advertising’s war 
service. Government advertising 
policies, developed through the 
Office of War Information, industry 
cooperation, through the Advertis- 


ing Council and the numerous na- 
tional and local organizations tied in 
with the war effort, and the official 
recognition of the function and 
power of advertising as it has dis- 
played its efficacy in an all-out war 
effort on the psychological front, 
will all be recorded and analyzed 
as a presentation of how advertis- 
ing has geared its efforts to the 
national program. 

Washington thinks well of adver- 
tising and of the way in which all 
advertising interests have combined 
forces to do the job which needs to 
be done. Officials in the national 
administration have altered their 
viewpoint on advertising as the 
splendid accomplishments of this 
field in the acceleration of govern- 
ment objectives have been recorded. 
So this issue of ADVERTISING AGE 
will be put into the hands of key 
men in Washington so that they 
will have a first-hand, complete and 
authentic story of the role of adver- 
tising in wartime. 

We regard this as a most impor- 
tant assignment and believe that it 
will serve a most useful purpose. 


THE PRECIOUS 


THINGS IN LIFE 


Ad-libbing 


Things to Come 

An _ interesting exhibit which 
gives a foretaste of what we may 
expect in the way of strange new 
products once the war is won is 
being run at New York’s Museum 
of Modern Art, where baking pans 
of paper, a cornhusk doormat, a 
plastic sink stopper, glass coinbanks, 
glass and wood coffee makers with- 
out a shred of metal on them, and 
similar gadgets are currently being 
exhibited as “useful objects in war- 
time.” 

Some of the war objects are inter- 
esting, notably the flashlight with- 
out a battery, which sounds like a 
swell idea if it works; and the 
blackout candle in a glass jar about 
3 inches in diameter and a foot high 
which is guaranteed to burn for 158 
hours. 

There are also glass bolts and 
nuts, and thermometers made of 


glass and shaped like small ash- 


trays. Sticking up in the center is 
a plastic piece and a metal spring, 
which indicates the temperature on 
a series of markings on the glass 
One ef the minor displays which 
cuught our fancy was a single dis- 


play of two tiny objects: “Safety 
pin, gold, $6—wedding ring, gold, 


$7." Which, in slightly reverse 
order, proves again that it’s not the 


original cost so much as the upkeep. | 


Not for Tinfoil 

The National Better Business 
Sureau is concerned about “utterly 
unfounded reports” which continue 
to circulate, to the effect that a 
blind person can obtain a Seeing 
Eye dog by collecting quantities of 
tinfoil, empty paper match folders, 
cigaret packages or similar articles 
Apparently there is no end to this 
old gag of looking for hidden num- 
bers on packages of merchandise, 
etc., which have frequently plagued 
advertisers, particularly in the 
cigaret field. 


Teaching Help 

Syndicate Store Merchandiser is 
doing something about the labor 
problem in its field, via a series of 
educational features entitled, “Order 
Girl's Manual” which teaches the 
simple fundamentals of five-and- 
ten-cent store ordering and mer- 
chandising. The series, which began 
in the November issue, is supple- 
mented with charts and diagrams, 
and each instalment features a sin- 
gle elementary principle, such as 
the meaning of “turnover,” “taking 
of on-hands,” “purchase allowance,” 
etc. 

Charts used in the articles are 
available in enlarged poster form 


for use at sales training meetings, 
and the paper is also offering them 
to advertising and agency execu- 
tives in the belief that they may 
prove valuable in copywriting 
slanted to the field. 


New Addition 


Once upon a time it was jus 


plain constipation, or — sluggish 
bowels, or some such homely thing 
as that. 3ut this is a world of 


change and improvement, so Kel- 


Wartime Living! Millions know 


How lt Can Bog You Down! 


due te tock of “Cath” to the Met 


‘logg’s All-Bran, as you can see from 
the reproduction of this American 
Weekly copy, has launched a cru- 


\@de against a special kind of con- 


stipation—wartime constipation. 
Jottings 

The American Weekly, with the 
largest December advertising reve- 
nue in its history staring it in the 
face, and with a substantial gain for 
the year, plus circulation at a peak 
of more than 7,750,000, is all set for 

very merry Christmas, thank 
you 

As a public relations gesture, we 
admired the series of cartoons issued 
by WBBM, Chicago, to 850 grocery 
stores and 150 wholesalers. The 
series portrays the sad plight of the 
grocer who is forced to explain his 
high prices to his customers, and is 
intended for cash register posting. 
There is no plug for WBBM, making 
it a genuine public service job. 
King Park, sales promotion head of 
the CBS station, drew the car- 
toons. . 

Postluck is proverbial in the pub- 
lishing business, but the timeliness 
of the cartoon on Page 54 of the 
Dec. 12 issue actually hurt. con- 
sidering the Boston holocaust. 


i' handy 


Information 
for 
Advertisers 


| The following documents may be 
| secured without charge from com- 
panies sponsoring them, or through 
| ADVERTISING AGE, by any nationa) 
advertiser or advertising agency) 
executive writing on his busines: 
letterhead. 


No. 2091. Covering the South Ben 
Market. 

The South Bend Tribune h: 
issued this circulation § analys 
which tabulates county-by-count, 
coverage, with maps, market fact 
and buying power indexes for each 
county of the South Bend _ trad: 
area. 


No. 2092. Wartime Promotion Su; 
plement. 

Eye*Catchers, Inc., has issued th 
wartime supplement to its photo- 
graphic collection, containing minia 
ture reproductions which provide 
reference of subjects fo 
wartime promotion, from whic! 
glossy prints or mats may be ob 
tained. Subjects include = service 
men and industrial and other work 
ers on the home front. 


No. 2093. A Market Study of th 
Meat Packing Industry. 

The production picture of the 
meat packing industry is shown in 
this new brochure issued by Th 
National Provisioner, giving figure 
on the number of plants and the 
value of meat and by-products pro 
duced by the meat industry. A): 
analysis of coverage and readership 
is included, with facts about the 
annual Meat Packers Guide. 


No. 2094. Night Mail Response. 

Radio Station WHN has _ issued 
this map, which provides a count) 
analysis of mail received in response 
to night broadcasts. 


No. 2058. Fort 
Data. 

The Fort Wayne News-Sentine! 
has issued this continuing file of 
basic data for the Fort Wayne mar- 
ket. The initial material include 
a county summary of the retail food 
market and a county map showing 
population, retail sales and News- 
Sentinel coverage. These come in a 
sturdy file folder for accommodation 
of future releases. 


Wayne Market 


No. 2004. How One Business Went 
to War. 

Here is an interesting booklet, 
which shows how the management 
men of one company evaluated the 
approaching problem of conversion 
to war production, early in 1941 
guessed what might happen to 
many peacetime products, and 
what was done about it. Issued by 
Business Week, the booklet tells the 
story with illustrations of the com- 
pany’s advertising, and encloses a 
smaller booklet, giving the entire 
plan in detail. 


No. 2046. Weekly Magazine Read- 
ing in the U. S. Armed Force 
Life has issued this report, w! 
is a separate study from its Con- 
tinuing Study of Magazine Au 
ences, though directed by the same 
group. Figures on the reading of 
the four national weeklies are based 
on 2,399 interviews in 26 different 
areas adjacent to Army cam! 
Army and Navy air fields and bas 
and Navy yards in continental U. 5 
A tabulated breakdown shows 
cent of readership by branch 
service and rank. 


No. 2025. Nine 
Money. 
Radio Sales, spot broadcastins 
division of CBS, has issued th's 
booklet to show advertisers how ‘° 
use station program facilities 
order to gain the advantages of live- 
talent spot programs. The book!e' 


Ways to Make 


tells the story of eight stations an 
a regional network, and points ou' 
that each of these outlets knows |'s 
own market, character and prob 
lems, sectional likes and dislikes 
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Nor the Power of the Magazine Women believe in! 


In 1942, women-wise advertisers invested 
in the Journal $682,984 more than in 1941 


LADIES. HOME JO URNAL THE WORLDS LARGEST AUDITED MAGAZINE CIRCULATION 
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MORE THAN DOUBLE. 


“SALES OF RALSTON "WICE 
TWATS WHAT TRUE 


CEREAL ALMOST DOU- 


“ Ml - STORY DIO FOR MY BLED. TRUE STORY ao. 
KINERTISING SALES OF MORTON SALTS” \_ kone Dio (7 rh 
we 


AT WORK 


INH. ee. er. Janes 
is Rego Park, L. 1. Flushing, L. 1. illiston 
‘MY SALES OF ‘WALF AGAIN AS MUCH “ROM 56 UNITS TO 
CREAM OF WHEAT MEINZ BABY FOOD 2/5 UNITS~THATS WHAT \ 
LEAPED 160% THANKS SALES (WN MY STORE TRUE STORY O10 FOR MY 


publ 


and 
Jack Lehrer, Mer. M. Bergman Joseph P. Birkett T 
Frank’s Fd. Store Frank's Super Fd. Mkt. Dan’s Super Fd. Mkt. rue 
Bellaire, t. 1. Bellerose, L. 1. Jamaica, L. I. 
Story 
Here’s how these tests differ from the "25% INCREASE Wyck AND A HALF ""OUE STORY All 
results of tests published by most FOR KELLOGS PEP AGAIN AS MANY PEP UPPED MY SALE at po 
other magazines: THANKS 70 SALES, THANKS OF CARNATION 
TRUE STORY” 70 TRVE STORY” MILK 30%" 


The sales increases quoted are in- 


creases separate from—and in ad- 
dition to—inereases due to mass 
display. 


Here are the steps taken to prove 
True Story Force Alone. 


For the first week. a 
careful check is made 


of sales figures for a 


C. Croffin 
/ New York Food Mkt. 
Paterson, N. J. 


D. Staimo, Var 
Sunkist Fd. Mkt 
Williston Park, L.I 


A. Lueben 
Faust Sup. Mkt. 
Laurelton, L. I. 


particular product. 
using no display of 


any kind. 


| = 7 ‘FLORIDA CITRUS "SALES OF bw "TRUE STORY SOLD 
f= —| |__| ? Phe pe bs i ; SALES UP 624% DEL MONTE CORN 80% MORE 

ik yo jp yey contr med Me THANKS 70 LEAPED TWO-THIRDS CREAM OF WHEAT 
u ; le product is made, Mu “ “ 
i | ——|—~|~ | aa aie ae ail TRVE STORY WITH TRUE STORY ‘WN MY STORE 


carefully recorded. 


As Advertined WOW 
je TRUE STORY 


=e: 
Read 
= 


oe 
So 2. 


a A True Story Ad-Dis- 

3 play Card featuring 
the product’s current 
advertisement in True 
Story is added to that 


moe identical display for W. L. Schlenger, Ver. M. Foster, Wer. S. Hillman, Mer. 
HM the third week. Gibraltar Fd. Center Hempstead Fd. Center Modern Dairy 
" nd . Franklin Sq., L. 1. Hempstead, L. I. Paterson, \. J. 


ote 
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K Lathrop Associates, the merchandising service which 


handled these impartial simultaneous tests, warned us 


"WICE AS MANY SALES "KROM S00 UNITS TO 700 that the results could not be favorable. They told us that 
OF QUAKER OATS /W UNITS OF HE/NZ BABY in mass display selling the second week of mass display 
MY STORE THANKS F000 1S WHAT TRUE never sold more goods than the first week. 

70 TRUE STORY“ STORY DID FOR MY STORE” 


But these results show what happened when we ordered 


mass display continued for two consecutive weeks—adding 
during the second week only an 11” by 14” ‘True Story 
Ad-Display card. Read what the Lathrop sales manager, 


1 


J. G. Young, had to say: 


“f was absolutely flabbergasted! I've never seen 


James Murray Ml. Saceardi, Mer. 


in Sead Staves Jersey Giant Store anything like it. These increases unquestionably 
iliston Pk.. L. 1. Kearney, N. J. are due to True Story’s wallop at point of sale.” 
a 


HETHER you are advertising goods or “just keeping your brand name alive” 
—you need magazines with FORCE. Today more than ever you need this 
magazine with FORCE among Wage Earner Families. 


For True Story reaches more Wage Earner Families than any other magazine 
published —and has for twenty-three years. 


IMPORTANT —These are not 


| Wage Earners Families are the most ‘prosperous families of the country today merely percent gains over last 
and will be “tomorrow”— as well. They get 69¢ out of every war dollar, and vear, but each and every month 
True Story is the only major magazine edited for them. represents a higher newsstand 


than at any time during 


The sales tests reported opposite simply put to work—at point of sale—True the past 4 or 3 years! 


Story’s authority and influence in this vital market. 


The chart at lower right shows True Story’s FORCE in selling its own magazine 
at point of sale—(over the newsstand) —this year against last. 


T SOLD 61% MORE "VRUE STORY JACKED 
CLAPPS BABY MY SALES OF DEL 

4000, THANKS 70 MONTE PUMPKIN 
TRUE STORY” AND PEACHES 50%" 


Mar. " °: ve) 3 % 

Mkt. + 4 “ c) 7 “ ¢ S 
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December 14, 1942 


Adclubs fo Promise © 
Greater Aid to 


by the group, which included rep- 
resentatives of all American clubs 
in the affiliation except Syracuse, 
Johnstown and Youngstown. The 
first, introduced by Horace C. Tre- 
harne, Cleveland Advertising Club, 


| declared: 


War Campaigns 


Will Help Establish 
Groups in Cities 
Without Clubs 


(Picture on Page 47) 


Cleveland, Dec. 8—Member 
clubs during 1943 should get behind 
the war program with more effort! 
than ever before, officers, directors 
and committee heads agreed here 
Saturday at a special war confer- 
ence of the International Affiliation | 
of Sales and Advertising Clubs. 

Although many individuals are 
wholeheartedly supporting the war 
effort and are serving in many | 
ways, the clubs as organizations are | 
not as active as they could be, | 
speakers pointed out. Belief also} 
was expressed that advertising gen-| 
erally could be more effective when | 
the copy is localized—down-to- 
earth copy which brings the war 
home directly to the citizens. 

Three resolutions were approved 


“Resolved that war activity work 
be made a major part of participa- 
tion in the affiliation program by 
member clubs, recognizing the pre- 
vious progress already made.” 

The second resolution, offered by 
Carl D. Abbey, Jamestown, N. Y., 
called for appointment of a com- 
mittee by each club, if not already 
established, to build up an organi- 
zation for war activities following 
the pattern of the Cleveland war 
efforts committee and the Windsor, 
Ont., public relations committee. A 
third resolution, also introduced by 
Mr. Abbey, pledged cooperation of 
the affiliation with the Advertising 


| Federation of America and the Ad- 
| vertising Council in setting up war 


advertising committees in cities 
that do not have advertising clubs. 
Clubs Offer Reports 


Following luncheon, the group 
spent the entire afternoon until a 
late hour listening to reports of 
wartime activities thus far under- 
taken by the various clubs and con- 
sidering possible programs for the 
future. 

The final resolution was passed 


|following a 
| problem by Earle Pearson, AFA 
| manager, in behalf of both the Ad- 


vertising Council and AFA, which | 


|has agreed to back the council in 
|'this work. Mr. Pearson outlined 
ithe need for capable committees 


which could handle wartime as-| 


|signments in their various locali- 
| ties. 
| acknowledged, 


should be carried 


/on by advertising men who are)! 


experienced in this field. Help of 


the affiliation was requested by Mr. | 


| Pearson. 

| Outlining briefly the war efforts 
of the AFA and _ its’ individual 
clubs, Mr. Pearson paid _ special 


tribute to the Cleveland Advertis- | 


|\ing Club for an outstanding job 
through its war efforts committee. 
He also discussed the backing 
which will be given to the Adver- 
tising Council and OWI. 


To Hold Several Meetings 


Grant Stone, Cleveland Press, 
vice-president of the affiliation and 
chairman of the conference, out- 
‘lined the need for periodic meet- 
|ings of the affiliation since the big 
annual meeting was no _ longer 
feasible under wartime conditions. 

Ken Anderson, Windsor, affilia- 
ition president, called for an open, 
straightforward discussion of war 
activities which can be undertaken 


presentation of the) 


The promotion tasks, it was | 


by club committees. While he was 
proud of the work already done by 
the affiliation and individual clubs, 
he expressed the opinion that even 
|stronger programs can be carried 
out and that the activities shouid 
be put down in blue print form so 
that outsiders can also undersand 
|them. He congratulated the AFA 
and National Industrial Advertisers 
Association for the jobs they were 
doing, and outlined some of the 
work being done in Canada to back 
the United Nations. The affiliation, 
he said, has 17 clubs and in those 
groups are many individuals who 
are doing outstanding jobs as in- 
dividuals. However, he felt that 
all clubs should offer a_ practical 
program as organizations, lending 
the same high efficiency § service 
that advertising mein would give to 
|a client. Programs, he said, should 
be laid out just as definitely. 

Eric Zimmerman, secretary of 
the affiliation, offered a platform 
for the coming year, embracing 
support of all practical wartime ef- 
forts in its field, cooperation with 
other advertising groups, and a 
greater exchange program than 
hitherto carried out. 

AD CLUBS CAN DO 
‘MOPPING UP’ JOB 


Cincinnati, Dec. 10.—The impor- 
tance of organizations in the adver- 


FaceD with unprecedented demands for their products, some 


managements ask, “Is it a waste of money to advertise in a 
seller's market?"’ The answer is: If mass preference for products 
of many going concerns were allowed to dissolve, then the 
resultant damage to each manufacturer's competitive position— 
and to America’s economic structure, through dislocation of 
employment and losses to investors—would be devastating! 
So, recognizing the wisdom of long term planning, our 
important industrialists continue to advertise their brand names 
in publications and by direct mail. In doing so, these far- 
seeing executives protect their own interests, the interests of 
stock holders, and, what is more important, they are helping 


to preserve this country’s economic structure, 


KIMBERLY- 


NEW YORK: 122 East 42nd Street . 


Manufacturers — Established 1872 


LOS ANGELES: 510 West 6th Street 


CLARK CORPORATION 


CHICAGO: 8 South Michigan Avenue 
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| tising field has been redoubled since 
the advent of war, G. D. Crain Jr.. 
publisher of ADVERTISING AGE, told 
the Advertisers Club of Cincinnat 
yesterday. 

Turning to the part played b; 
local advertising clubs, Mr. Crai; 
described their function as bein; 
essentially follow-through—‘We a]! 
know that in advertising it’s follow- 
through that counts.” It’s in t} 
jlocal mopping-up programs that 
advertising clubs have demonstrated 
their value, in getting behind nza- 
|tional projects and seeing that 
‘organized publicity effort is tied .» 
with the efforts of local worker: 
|he continued. 
| He lauded the work already done 
| by the clubs and predicted that they 
|““will continue to give a good ac- 
i. of themselves in supplying 
|the local support and organizationa! 
activity without which no nationa! 
campaign can possibly succeed.” 

In this connection he recalled the 
formation of local bond - selling 
|groups and the new U. S. Citizens 
|Service Corps founded by the Office 
‘of Civilian Defense to do door-to- 
| door sales organization for all types 
of war activities. Advertising clubs 
‘fit naturally into the new setup. 
‘and Mr. Crain foresees that these 
jclubs “are going to represent an 
even more important phase 
advertising’s war effort.” 

Mr. Crain saluted the advertising 
;}men who are now serving the gov- 
‘ernment, either in the armed sery- 
ices or in expert advisory capaci- 
ties in Washington. Others also 
want to do their part, he reported, 
and reiterated that local exploita- 
tion is the key with which an 
advertising club can insert. itsel! 
into the national machinery. 

“We still have available a \; 
pool of manpower, of trained adver- 
tising skills, of executive talk 
Which is capable of accelerating 
accomplishment in every field 
war effort,” he said. “You, th 
local advertising club, can provide 
the facilities and the  progra 
through which every” man 
woman in advertising, who is look- 
ing for a chance to serve, will have 
an opportunity for individual ac- 
complishment. When the was 
over, their work will justify a 
keenly personal pride in what ad- 
vertising, organized advertising, 
was able to accomplish. This is an 
opportunity and challenge which | 
am sure you are_ prepared 
accept.” 


Challman Resigns 


R. T. Challman, advertising m: 
ager of Munsingwear, Inc., has re- 
signed from the company. He 
not announced future plans. 
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Millions 
of Dollars 


Industrial Areas in Which War Contracts Let Between aa 
June, 194-0, and June, 1942, Exceeded | Billion Dollars of Doliers 
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Source of Data: War Production Board 


* Factory Payrolls are now indexed at 340 
* Factory Employment is now indexed at 204 


* Average Weekly Earnings Have Increased 
from $27.05 to $45.23—or 67.2% 


Using as a base the averages of the years 1935-1939 = 100 


The Flow of Merchandise 


The Courier-Express has available very exhaustive studies to use 
as a guide to reach and adequately influence this tremendous 
amount of potential buying power. 


It is important to know the speed of the current in steering your 
merchandise craft through this important area. 
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Note: Figures for Frisco Include Oakland 
Figures for Seattle Include Tacoma 
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Buffalo Is No. 1 U. S. Market 


Among Industrial Areas of 750,000 or More Population 


In primary War Contracts awarded to June, 1942—Buffalo ranks 5th among all cities 
that have received over $1,000,000,000 in War Contracts . . . but in relation to the size 


of the area—Buffalo is first . . . with nearly 2'% billion dollars—or $2,572 for every man, 
woman and child in the district. 


Buffalo Gains Steady and Substantial 


There has been no wild influx of population . .. perhaps a 
gain of not over 10% ...so more people per family are 
employed, resulting in far greater family unit income 
than is shown by the increase in average weekly earnings 
by individuals. 


Increases in family incomes are far more 
important than increases in individual incomes. 


Tho buffalo 


Courier-Express 
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Postwar Plans Must — 
Include Air Cargo, 
Frederick Warns 


Texas Professor Sees 
Plane-Shrunken World; 
Cost Item Important 


By RALPH O. McGRAW 


Chicago, Dec. 10.— The company 
that does not take air cargo into 
consideration in its postwar plan- 
ning jeopardizes its future, John H. 
Frederick, professor of transporta- 
tion and industry at the University 
of Texas, told the Chicago chapter 
i of the American Marketing Associa- 
an tion last night. The airplane has 
a shrunk the world, and manufactur- 
ers must now think in terms of 
world markets rather than regional 
or national markets, he asserted. 


Measurement is now by time 
Bedi: rather than by miles, he said, and 
Pay the airplane has removed all natural 


trade barriers such as mountains, 
oceans and deserts. 


the war, manufacturers will make 
a greater effort to sell through na- 
tional advertising because of their 
widened markets. At present some 
200 cities get scheduled air line 
service. After the war this will be 
extended by feeder air lines, he pre- 
dicted, and it will be possible to 
reach all wholesale buying power 
and a greater part of the retail cen- 
ters with this new service. 
Influence Sales Practice 

Further extension of air trans- 
port also will influence the sales ac- 
tivities of manufacturers because it 
will enable them to utilize the serv- 
ices of a higher class of men due to 
the time element. 

Among the marketing institutions 
that will be affected by the postwar 
air cargo development, Prof. Fred- 
erick pointed out, are the large re- 
tailers in the big trading centers 
which, with more frequent commer- 
cial air service and the use of fam- 
ily planes, will extend their daily 
trading area to a radius of from two 
to three hundred miles. With mar- 
kets thus more accessible and giv- 
ing people the opportunity to view 
displays of more complete lines of 
merchandise before buying, Prof. 
Frederick feels the large mail order 
houses will be of less importance 
in the country’s distribution system. 


will be a trend toward more direct 
marketing. Warehouses for spot 
stocks will be affected and whole- 
salers will become of less impor- 
tance for quick fill-in orders. 

The kinds of goods most likely to 
move by air will include those 
where there is a need for speed and 
saving of business time, such as in 
the case of needed machinery, re- 
pairs, or supplies; those in which a 
profit can be saved where a piece 
of merchandise could be sold if it 
were quickly available; goods which 
have high value but low bulk—such 
as in export where _ insurance 
charges and damage are a factor in 
transportation costs; goods which 
must move fast because of perisha- 
bility, like food and flowers; and 
goods produced in areas not acces- 
sible to other forms of transporta- 
tion—rubber in Brazil, for example. 


Lists Favorable Factors 
Factors which will favorably in- 
fluence the development of air cargo 
after the war, according to Prof. 
Frederick, include the differential 
in time; greater number of cargo 


|of paramount importance in a 
| peacetime world, and air transport | 


schedules; greater accessibility of | 


service; increased airport facilities; 


coordination with ground facilities | 
in pick-up and delivery from ter- | 
minals; and lower rates made pos- | 
sible through larger planes, gliders, | 


duction of planes. The cost of air | “A 'CARRY' CHRISTMAS 


cargo will gradually become that of 
rail express, the professor predicted, | 
asserting that if the country were to 
utilize its war-expended produc- 
tion facilities, use of air cargo must 
be given serious consideration in 
plans to extend markets in the post- 
war period. 


COST ITEM LARGE 
IN POSTWAR FREIGHT 

Chicago, Dec. 10—The world) 
war is speeding the future of air | 
freight, the Society of Automotive | 
Engineers, assembled here for its | 
convention, was told by various air 


experts. But the cost item—which| ,. s % 
doesn’t figure heavily now—will be | this year Its a real CARRY CHRISTMAS 


This in the Christmas 
fo carry bundics and 
packages smilinglg 
én gour arms... 
fe carry home War Bonds 
and Samps requiarty 
dn qour pocket... 
fe carry laith. courage 
and firm hope constantly 


im gour heart 


and to carry qour season's greetings most heartily 
fe your friends. we snggest America’s timest whiskey... 
may find its place a supplementary | ‘ 
one to the media now in existence, | 
rail and water. 

J. V. Sheehan, manager of in-| 
dustrial research for Lockheed 
Aircraft Corporation, explained it) 
this way: “In considering the part 
the airplane will play in world and| Schenley Distillers Corp. has adopted 
domestic commerce tomorrow, the | this new theme for its holiday advertising 


wits , ¥ f Royal Reserve whisky in 150 dailies. 
present attitude toward the cost| 9) "6Y M 
los wih teh seensenhnde thom The Kleppner Co. handles the account. 


SCHENLEY 


© Norval Reserve 
wreiseer . 


then will be of paramount impor- P . 
tance. tation picture is of a supplementa 


In the new era of air cargo after In the new air cargo era there, more efficient motors, and mass pro-| potential in the over-all transpor- 


Customer or Soldier? 


Q. What kind of editorial material gets the highest 
reading interest? 

A. Surveys show fiction as the top reading interest... 
REDBOOK s fiction is outstanding and Redbook uses 
more of this high-interest material than other maga- 
zines. 


VY. Does REDBOOK have alow cost? 


\. REDBOOK’s circulation for October, 1942 was more 
than 1,620,000... making the delivered cost of a black 
and white page advertisement less than 82.00 per 
thousand. 


VY. Are REDBOOK’s newsstand sales growing? 


\. Tremendously. November was more than 61°% 


ahead of a year ago. 


HEELIBUUK veaches the 


e Rtad by wives and their husbands — whose 
one or two young children mean deferment, con- 
tinued employment, continued buying power! 


H. will go if his country needs 
him — but he isn’t likely to be 
called at all. The married man 
with one or more young chil- 
dren will keep on working and 
his wife will keep on SPENDING. 


Your advertising messace in 
REDBOOK will reach more 
than 1.500.000 young wives 
and family men — with better 
than average incomes. They are 


your market for today «Np 


tomorrow! 


Your Market 
for TODAY 
and TOMORROW 


“It is our belief that the airplane |"@ture and not one to replace th: 


railroads and steamships. The air- 
plane’s ability to carry its part of 
the immense total of tonnage is to 
sound to be jeopardized by wild 
claims.” 

A comparison of costs and oper- 
ating conditions, Mr. Sheehan went 
on, leads to the assumption that 
wisdom dictates for air carriers t 
aim at the planning of equipment 
on which the cost of operations 
would enable them to compete fo: 
the higher classes of surface 
freight, express and mail markets 


Tells Army Operation 


The Army’s part in developing 
what may be the revolution of dis- 
tribution was explained by Col. Har- 
old R. Harris, of the air transport 
command, who reminded the group 


BALTIMORE'S BLUE 
1 ‘mp NETWORK 
OUTLET 


; 

_ George H. Roeder, Gen. Manager 
SPOT SALES, INC. 
New York - Chicago - San Francisco 
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that the air transport command ac- 
tually carried in a recent month 
more ton-mileage (a ton mile is 
figured at carrying one ton one 
mile) than did all airlines in the 
United States during 1941. 

The limiting factor on the use 
f airplanes, Col. Harris explained, 
s gasoline. This limitation obtains 
n war and will in peace, he be- 
ieves, and no satisfactory method 
f refueling in the air has been 
ound. 


Latin America Leads 


An ear-opening speech delivered 
y J. Parker Van Zandt, who, dis- 
ussing air cargo in Latin America, 
evealed that 6% times as much 
argo is flown south of the border 
s in this country. The biggest com- 
pany’s revenue in 1940 was 60% 
from freight, opposed to only 3% 
from freight for U. S. carriers. 
Another surprise to Americans | 
who think that the United States | 
has the mostest and biggest of! 
everything was Mr. Van Zandt'’s | 
statement that the airline network | 
in Latin America is 2% _ times 
greater than that of this country. | 


| 
Safer by Plane | 
Interesting aspects of the South) 
American air freight situation in- | 
clude these: mail carried by plane) 
moves at the usual rate of mail by 
burro; deferred air freight at half 
price keeps the planes loaded to 
capacity and operating at a greater 
profit; air transport enjoys a lower 
insurance premium because of 
freedom from theft in transit— 
brigands still make robbery a 
pretty profitable pastime on some 
interior routes. 

Mr. Van Zandt, however, sub- 
stantiated Mr. Sheehan’s view 
about costs: 

“Undoubtedly, there is a large 
amount of commodity traffic avail- 
able to be carried by air between 
North and South America. It 
should be figured, however, in 
millions of pounds rather’ than 
millions of tons. The war has devel- 
oped long-haul air-cargo opera- 
tions, but it still remains to be de- 
termined what proportion of these 
shipments will continue to travel 
by air after the emergency. 


A “Competitive Business” 


“The transportation of commodi- 
ties is a business competitive prin- 
cipally on a price basis and the 
airplane must be prepared to com- 
pete with surface transportation. 
The ultimate future of air-cargo 
operations can probably be better 
left to the Sunday magazine writ- 
ers until a great deal more infor- 
mation has been assembled and 
carefully analyzed.” 


NAMES EXPRESS HEADS 

Chicago, Dec. 9.—Air express di- 
vision of Railway Express Agency 
has created the post of air express 
manager in each of its four operat- 
ing divisions. 

The managers are: Ralph W. 
Starkey, New York; P. H. Cum- 
mings, Chicago; M. G. Lickteig, 
San Francisco; and V. M. Grim- 
sley, Atlanta. The appointments 
were made to solve the problems 
sing out of a flood of air freight, 
e company explained. 


+ 


Announces Committee 
on Liquor Advertising 


M. L. Curtis of the Iowa Liquor 
Control Commission and president 
National Alcoholic Beverage 
ociation, has announced appoint- 
nt of a committee to study liquor 
vertising. 
Che following have been invited 
serve on the committee: Arthur 
J. Hutton, Washington; R. McCBul- 
ington, Virginia; and William A. 

kson, New Hampshire, all liquor 
commissioners; E. Palmer Hoyt, 
Portland, Ore., publisher, Portland 
Oregonian; and W. H. Millhaem, 
d of W. H. Millhaem Advertising 
mpany, Des Moines, Ia. 


ry 
I 


Melind Appoints Eyman 
ouis Melind Company, Chicago 
nufacturer of Justrite marking 
ices, has appointed James M. 
man as production manager of its 
ertising department. Mr. Eyman 
merly was editor and advertising 
nager of several Illinois news- 


pers. 


Brunswick Contest 
Tends to Monopoly, 
FTC Order Holds 


Washington, D. C., Dec. 11.— 
Brunswick - Balke - Collender Com- 
pany’s spectacular nationwide bowl- 
ing contests, which have featured 
several of the manufacturer’s adver- 
tising campaigns, were the target 
for a Federal Trade Commission 


cease and desist order issued today. | 
The order instructs the company | 


to discontinue “unfair acts and prac- 
tices in commerce having the effect 


of lessening competition and tend- | 
ing to create a monopoly in bowl-| 


ing pins and bowling supplies.” 
According to the commission’s 


ADVERTISING AGE 


findings, bowling alley proprietors 
were compelled to purchase from 
Brunswick sufficient bowling pins 
and supplies to fill their needs or 
requirements for the season in order 
to qualify their alleys for the con- 
tests. The effect of such require- 
ments was to lessen competition and 
to tend to create a monopoly, which 


'was fostered by the company’s 


dominant position in the sale and 
distribution of bowling pins and 
bowling supplies, the FTC held. 
The commission ordered the dis- 
continuance of any sales promotion 
plan or method of sale which in- 
cluded the promotion of any bowl- 
ing contest that required the bowl- 
ing alley operator to purchase all or 
substantially all of his bowling pins 
or supplies for the bowling season 


from the company, and the use of 
any sales promotion plan or con- 
test having a similar effect. 


Gould Joins Weintraub 
Morton Gould, composer and con- 
ductor, has been named musical 
director of the radio department for 
William H. Weintraub & Co., New 
York. Mr. Gould conducts. the 
“Cresta Blanca Carnival” for Wein- 
traub over the Mutual network. 


New Promotion Calendar 

The 1943 calendar and promo- 
tional guide for retailers has just 
been published by the sales promo- 
tion division of the National Retail 
Dry Goods Association. The annual 
calendar contains sales data, statis- 
tics, lists of best departments, and 
selling suggestions. 


Form Ad Council Group 


A sub-committee of radio adver- 
tisers has been formed by the Ad- 
vertising Council, New York, to 
work with the council’s agency 
radio advisory committee in coop- 
eration with the Office of War In- 
formation. Members of the new 
committee include: chairman, 
Charles G. Mortimer, Jr., General 
Foods Sales Company; Robert 
Brown, Bristol- Myers Company; 
William A. Hart, E. I. duPont de 
Nemours & Co.; and William Ram- 
sey, Procter & Gamble Company. 


Bromley to Townsend 

The New Big Bromley ski devel- 
opment at Peru, Vt., has appointed 
Townsend Advertising Service, Bur- 
lington, Vt., to direct advertising. 
National magazines will be used. 


| the en 


tire output of all Farnsworth 
plants is going to our armed forces 
all over the world. At the same 
time Farnsworth recognizes the 
importance of maintaining its fine 
reputation with the people at the 
top—the men and women who 
mould public opinion in the na- 
tion. Along with an increasing 
number of other industries, Farns- 
worth is using the pages of THE 
New Yorker to tell these people 
what they are doing today and 
what they are planning to do in 
the post-war world. 


THE New YorKER is one mag- 
azine that is read closely by the 
men and women of the country 
who mould public opinion. Ad- 
vertising in THE New YorKER 
reaches these key people at the 
top— people who must be reached 
to maintain and preserve the rep- 
utation which industries have 
painstakingly built up through 
the years. 
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Among other companies using The New Yorker to sell people 
whose ideas other people copy are: 


AMERICAN AIRLINES, INC, R. H. MACY & COMPANY 
AMERICAN TEL, & TEL. GLENN L. MARTIN CO, 


BANK OF NEW YORK NATIONAL DAIRY PRODUCTS 
U : 0 or . ce 
BAUSCH & LOMB OPTICAL CO, NEW YORK CENTRAL 
BELL AIRCRAFT 
NORTH AMERICAN AVIATION, INC, 
BOEING AIRPLANE CO, 
PEEK FREAN, LTD. 
CADILLAC MOTOR CAR DIVISION, 
PENNSYLVANIA RAILROAD 
GENERAL MOTORS CORP. 
PHILADELPHIA EVENING BULLETIN 
DE BEERS CONSOLIDATED MINES 


EATONS OF CANADA PHILCO CORPORATION 
HUNTLEY & PALMERS SOLAR AIRCRAFT COMPANY 
JOHNSON SUTURE CORP. UNITED AIR LINES 
LADIES’ HOME JOURNAL U. S. NAVY RECRUITING BUREAU 
LIFE MAGAZINE VULTEE AIRCRAFT 


LOCKHEED AIRCRAFT CORP. WACO AIRCRAFT COMPANY 


THE 
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Minneapolis 
Learns About 
Nutrition Week 


Minneapolis, Dec. 9.—Advertisers 
here are pitching into Minneapolis 
Nutrition Week, Dec. 6-12, with 
considerable vim and vigor. 

Russell-Miller Milling Company 
utilized full-page newspaper space 
to tie its Enriched Occident flour 
into the special campaign. Nutri- 
tion Week is sponsored by the Red 
Cross Nutrition Council, of which 
Mrs. Philip W. Pillsbury is chair- 
man. 

Sixty-eight member groups are 
cooperating in this  spread-the- 
knowledge undertaking. Federal 
agencies, labor and trade associa- 
tions, public and parochial school 
systems, doctors and dentists are all 
praising nutrition and passing the 
printed information. 


Columnists Help 
Minneapolis Gas Light Company 
took quarter-page newspaper space 
to tell about the importance of nu- 
trition. Its home economist, Jean- 


ette Campbell, is devoting her daiiy 
column in the Minneapolis Times to 
the same theme. 

Other columnists, both newspaper 
and radio, are plugging the week. 
Florence Lehmann (WLOL), Ann 
Ginn (WTCN), Bee Baxter (KSTP), 
Alice Bennett, Betty Stark and 
Cedric Adams are in the drive, with 
Mr. Adams giving it strongest men- 
tion and tying it in with his spon- 
sor’s product, Taystee bread. 


Use Comic Symbol 


A small Fight-A- Mins figure, 
created by Minneapolis Star Jour- 
nal staff artist Oz Black, is being 
copyrighted by the Red Cross Nu- 
trition Council. This figure is 
used as the trademark in the cam- 
paign’s “Vitamins Are Fight-A- 
Mins—Get Them in Food” slogan. 

Selling vitamins and nutrition in 
fantasy is the contribution of 
Wayne Tiss, BBDO, who prepared 
a script, “Mary Meets the Vita- 
mins,” for General Mills, aired on 
KSTP Dec. 9. McCann-Erickson is 
contributing a radio program for 
WTCN for Saturday, Dec. 12. 

Pillsbury Flour Mills Company 
took 420-line newspaper space Mon- 
day, Thursday and Friday, plugging 
its “Fightin’ Food” and tying into 
the nutrition week with a one-line 
special headline. 

Forty 24-sheet posters 


placed 


strategically throughout Minne- 
apolis, plus innumerable | baker, 
erocer and meat dealer window and 
store displays are being used, and 
the local bakers’ association is 
printing a special outsert which 
slips over every loaf of enriched 
white bread. 

Key food stores throughout Min- 
neapolis have nutrition information 
centers, the aim of the Red Cross 
being to enroll 100 new classes (20 
students per class) in the teaching 
of nutrition. According to Lester 
Will, Campbell - Mithun account 
executive, more than a_e million 
pieces of nutrition literature will be 
disseminated during Minneapolis 
Nutrition Week. 


Sponsors Title Broadcast 


The 1942 professional football 
championship game _ between the 
Chicago Bears and the Washington 
Redskins was broadcast exclusively 
over Station WOR, New York, and 
the coast-to-coast Mutual network 
on Dec. 13, under sponsorship of 
Pabst Brewing Company. 


Cornwell Joins KMOX 

Blaine Cornwell, formerly  pro- 
duction manager, has been ap- 
pointed program director of KMOX, 
St. Louis, replacing Chester “Tiny” 
Renier, who is now a program direc- 
tor for CBS in New York. 


“...AND JOE OSTRICH THINKS 
HE’S GOT FULL COVERAGE” 


But just look at the vast parts Joe has left totally uncovered. 


It reminds us of what sometimes happens when an advertiser 
considers the Pittsburgh Market in terms of A. B. C. 


Pittsburgh. 


As a matter of fact, most of the families in the Pittsburgh 
Market (better than 6 out of 10) live outside the A. B. C. City 
... the opposite is true for most other large cities 


And the majority of these families live and work in 144 cities 


and towns surrounding Pittsburgh where the Post-Gazette 


offers 50% more coverage than any other Pittsburgh daily 


newspaper. 


It is also a fact that the Post-Gazette’s city circulation is the 


second largest in Pittsburgh, which is why we say that only 


the Post-Gazette will give you effective, balanced coverage 
of the entire Pittsburgh Market. Or is Joe Ostrich right? 


PITTSBURGH POST-GAZETTE 


Represented Nationally By Paul Block & Associates 


New York @ Chicago @ Philadelphia @ Boston @ Detroit @ San Francisco @ Los Angeles @ Seattle 


FOR A 'CHRISTMAS CARD CRUSADE’ 


Phis Bear 


PUT A WAR SAVINGS STAMP ON EVERY 
CHRISTMAS CARD YOU SEND 


Thay Chciemnes, Acnericons will cond theis famities ond Giende 


More than one bullion Christmas cards. 


A ten-cent War Savings Stamp on each of these cards 


Will fl 20 million War Stamp Books, and start a million more! 


So, in this year of war 

Let's add a Victory note 

To our customary Christmas greetings... 

Let's put « War Savings Stamp on every card we send! 
On every Chirstmas card to our familses and trends; 


Fnough to put more thas 100 million dollars in the U.S. Treasury! Cncrery Chdane connage os'se plinand io nadte cxitonany 


Enough to buy 500 long-range bombers! 
Enough to buy 2,500 fast fighter planes! 
Enough to buy 1,000 msty-ton tanks! 


Enough to buy 5 heavy cruisers! 


& this year of war, there is only one thought in our minds, 
Only one hope in our hearts. .. 

To win the Victory that will bring our boys home to us, 
And make powible, once again, 

“Peace ow Earth, Good Will to Mes.” 


On every Christmas card and letter we address 
To every Soldier, Sailor, and Marine! 


‘Yea, this year, let's all joie i 

And make a Christmas Card Crusade for Freedom! 
For every War Savings Stamp we buy and send 
Will belp bring Victory nearer... will help create 
A vast eanrvee of buying power which, 

Unleashed by Posse, wlll xing proipesty cad jobs 
For all our boys when they come home 


A SUGGESTION FROM CALVERT 


HOW TOU CAN JOIN IN... AND HELP TO WIM THIS CHRISTMAS CARD CRUSADE FOR FREEDOM: 


4 the Seomp tvnctly my Stationery and drug 
on te using eve © stares can baip by calling 
ee Boo 
ae -— deters ant + 
} . eZ Aare ng (eprimen of hee os 
\ De sot paste oe outente npg Mmenenge (irae om request 
of the covstepe. BI” wines ons wane) 


Organisations or romponics desiring reprint of this mevsate vaitable ‘or their ows wemature are 


seetted © cemmwewete with Calvert Dnatillers Corp 1500 Chrysler Dutiding Now Vora, 8 ¥ 


Calvert Distillers Corp., a leader in the industry in promoting war themes, makes 


no mention of products in this new copy. 


It ran in newspapers last week. Reprints 


are offered other companies, to be used under their own signatures in spurring 
the crusade. 


Organizes Lindsey & Co. 
Dan W. Lindsey Jr., formerly 
manager of the Richmond, Va., 
office of Houck & Co., has formed 
|the agency of Lindsey & Co., with 
| offices in the Central National Bank 
building, Richmond. Associated with 
the new company are J. C. Eanes, 
;account executive, and W. Leroy 
| Hoerter, art director, both of whom 
formerly were with Houck & Co. 


Joins Free & Peters 

Dorothy R. Spicer has joined the 
Chicago office of Free & Peters to 
handle promotion and_ publicity 
Miss Spicer formerly was display 
advertising representative of the 
Detroit News, commentator and 
director of women’s programs on 
Station WWJ, Detroit, and sale 
representative of Station WCCO 
Minneapolis. 


*y ’ 


| 
» 
@ethe twins 


The “Twins” play a dual role in 
the rich, populous Texas Gulf Coast 
markets. They entertain and sell 
consumers thru highest rated net- 
work programs. And the “Twins” 
work in closest cooperation with a 
considerable number of the smart- 
est, most wide-awake merchants in 
both Houston and Corpus Christi. 


If there is any information you wish 
concerning the relative sales posi- 


dealer, station cooperation 


@ Represented Notionally by the Branhom Compony 


tion of your product against com- 
petition . .. or if you wish to 
determine the potential markets in 
metropolitan Houston and Corpus 
Christi, the “Twins” will now sup- 
ply this information in jig time. 


Let us prove to you today what 
“merchant-dising” means in terms 
of closest manufacturer, distributor, 
dealer, consumer relationship. Drop 
us a note right now. 


KXYZ 


§ TON — BLUE, MUTUAL AND LONE STAR CHAIN 


a 


CORPUS CHRISTI — NBC RED, BLUE, MUTUAL AND 
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ADVERTISING AGE 
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‘hursday afternoon in the grand ball 
m of the Sherman Hotel, a few hundred for 
ate people will have spots before their eyes . 
i big way. Some of the brightest stars in the 
tertainment galaxy will stream into the spot 
1t during a riotous program of fun and foolish- 
s at the Chicago Federated Advertising Club’s 
tillating annual Christmas party. 


o 


us is the party the advertising fraternity waits 


ANNUAL C.F.A.C. CHRISTMAS PARTY FOR OFF-THE-STREET-CLUB 


all year to attend. It’s the party garnished with 
all the big names. The party advertising has been 
sponsoring for a quarter-century to aid that grand 
institution—The Off-The-Street-Club. 
You'll want to attend this year, of course, and 
share the entertainment of The Make-Believes, 
Porgy and Bess, Margery Maxwell, The Hoosier 
Hot Shots, Bert Wheeler and Hank Ladd, and 
. we hope, “Geno,” the Off-The-Street-Club’s 


enchanting master-of-ceremonies, now in the unt 
form of Uncle Sam. And all knitted together by 
that fascinating weaver of fun, Ben Bernie. 
Lunch at 12:15 dripping with door and table 
prizes, superb entertainment, and all for a grand 
cause. Next Thursday, December 17. Tickets 
$3.30. Call ticket chairman, E. J. Conforti, Su- 
perior 7070, right now, or drop a check to him at 
21§ Superior St. 
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Ans public and the retail merchants of se 
Appeal Is ; ae \ : Cincinnati by the Cincinnati En- bi 
To the Editor: This is to let you quirer.” These ads were part of the Bi 


know that your news item in the 


Voice of the Advertiser 


Enquirer’s contribution to the effort 


eh hg ge aA peestigg gener Baws behind early Christmas shopping. ‘ 
askin assisteé oO 4 é , 

: , : aap The crowds he saw on Nov. 27 were to 
This department is a reader's forum. Letters are welcome. editors in publishing a maintenance Me poi ‘aan ta 6 Secneee Thanks. 

Coast Guard Asks Place PLAIN TALK at this time we thought you would | Magazine, ans ae itien | giving edition of the Enquirer the ay 


some promising possibilities. 
STANLEY GERSTIN, 
Captain, Corps of Engineers, 
Field Maintenance Branch, 
Quartermaster Depot, Colum- 
bus, O. 


be interested in telling your read- 
ers about the chart and poster, and 
| perhaps illustrating them as well. 

| The bulletin board poster is one 
|of the best ways of bringing home 
| to employes the need for greater 


- - ay before. 
Alongside Other Services day before 


To the Editor: The usual job of 
the Coast Guard is to answer 
S.O.S.’s, but just this once, we are 
sending out an S.O.S. ourselves. 


Wo. H. STARKEY, 
Research Director, Cincinnati 
Enquirer, Cincinnati, O. 


- + v Ss 
‘Truth in Advertising 


A Rough Idea , 
of HELL 


l 


... by @ Marine 


This is not a recruiting problem. and more accurate output. But such ‘ | ad’ ‘ 
We actually have a waiting list of 4 | incentive posters, when they are Tells Ad Man’ He | To the Editor: Must you lend a 
men who want to join the Coast |tied in with production charts, Missed Inaugural your newspaper to the perpetuatio: G 
Guard. This is what you might call} (3.22 °° °° |introduce an element of competi- To the Editor: Reading the “Diary|of a fraud? Isn't it enough tha: al 
a morale problem, or a problem of \tion and are even more effective of an Ad Man” entries in the Dec. 7| Parade — w 
esprit de corps. - than posters alone. The poster pro-| issue of ADVERTISING AGE with my| (Wait a minute! Maybe I'd betts th 

You see, the advertising frater- | duction chart produced by Bausch usual interest, I was startled by his| start again in a lower key. Cro 


nity has fallen into the habit of 
thinking in terms of three services 


| & Lomb for use in its several plants 
| is printed in five colors. 


reference to “the first day of Christ- 
mas shopping” in Cincinnati Nov. 27. 


out that first paragraph, Miss Brill 
In your issue of Nov. 16 you re 


—the Army, Navy and Marine | | The over-all size of the chart is Christmas shopping in Cincinnati| produce a drawing from Parac ? 
Corps. When copywriters or lay- | 23 x 36 inches. It is designed with was well under way long before which shows a carriage being draw 
out men think of a fourth, it’s fre- ss 31 vertical lines, making 30 spaces.) Nov. 27. Cincinnati merchants, in| by a long smear of horses, with tt 
quently the Air Corps. Of course, peters ‘sete | Horizontally, there are 21  lines,| cooperation with Cincinnati news- | caption, “Mrs. Goldbanks had a 1( 


there is no “Air Corps,” since each Sees | making 20 spaces. Daily production | papers, started the Christmas shop- | horsepower limousine before gas: 


service, including the Coast Guard, =e TEs S= | curves can be charted in percent-| ping season late in October. The line rationing and she says s! 
: has its own air force. mENAy suse CowPsxy (ages or by the actual number of) slogan “Buy Now for Christmas... won't lower that standard now.” 
ss The United States Coast Guard is Pee > eee 7 .. | units produced. At the end of each Take It... When You Buy It” was All right—a hundred horses are 


q officially the “Fourth Arm _ of 
“ be America’s Fighting Forces.” For the 
i. fighting morale of almost 150,000 
men and for the pride and enthusi- 
asm of their families and friends, 
we need the help of America’s 
2, al advertising men in giving the fight- 
i : ing men of our service a proud place 
alongside the Army, Navy and Ma- 
rine Corps in the newspapers, mag- 
azines and radio programs of the 


month, a new standard size graph 
can be fastened over the old one. 
R. L. VANDEVATE, 
Assistant Advertising Manager, 
Bausch & Lomb Optical Com- 
pany, Rochester, N. Y. 


hundred horses, as the FTC, th 
CAB or the ABC will testify. 
Are there 100 horses in that illus 
tration? I defy you to prove it 
On the first six horse-censuses 
took, I could count only 51. On ths 


adopted and given wide circulation 
by the newspapers and displays in 
the stores. 

I am enclosing reprints of three 
| advertisements, part of a long series 


The fighting at Tulagi, reported by a 
marine in the thick of it, is told in this 
unusual advertisement for Henry Valve 
Co., as a graphic way of explaining that 
civilian sacrifices must be 
made. 


cheerfully | 


| “published in the interest of the 
ating Engineering. 
The advertisement reprints in full 
the broadcast from Quantico Marine 
nation. base by Maj. Justice M. Chambers 
To do this, we have prepared a 0" the radio program of E. R. 
number of individual sets of work- Sauibb & Sons, Nov. 9. Pointing 
books, containing uniform photo- out that reprints are available upon 
graphs, action photographs and | request, the company explains that: 
descriptive material about ships, | “®& reproducing in printed 
planes and men of the Coast Guard. form @ fighting speech by a fighting 
Pictures and concise descriptive Marine because we believe it 
material are available to all agen- carries an important _ message to 
cies on request. We are prepared |©Y®'Y manufacturer, sobuer, con- 
to cooperate in every way with ‘actor and service man. Surely no 
advertising men in filling copy and |Sacrifice we may be called upon to 
picture needs. : make is too great, if we can keep t 
And make the fighting front supplied with 
it’s called everything it needs to win the war.” 
doesn’t make it a shore service, YOU Will note that there is abso- 
Our men are in the Solomons, in lutely no selling in this advertise- 
Africa, in Alaska and in Greenland, ™&"™ In fact, the only place where 
Our ships are in the seven the manufacturer's products are 
seas, and they're fulfilling their named is in the ‘Signature panel. 
motto “Semper Paratus”—“Always jh ease ore oy a eye adver- 
sady.” ; ad nt . Navy tisement was to make the company’s F . . ar . . : 
Bled well pander the Navy | customers, who were clamoring fo: advertisers in this big important Kansas City area. KMBC is manned by 
; : their refrigeration products, con- 


under the Treasury Department. ; . i 
We need the help of the agencies, SCious of — sag Dh vege there was a a hand-picked crew of nearly 100 people — by far the largest station staff 
war on and in this dramatic way ! 


To get that help, we'll offer to them 
explain why their products were in this territory. They provide Kansas City’s finest programming production, 


are 


no mistake. 
“Coast 


Because 
Guard,” that , ‘ 
Ahoy there! Looking for a trim craft to convoy your sales message 


to wealthy Midwestern millions? Better consider KMBC — the station that’s 


“9 Ways the Winner” and fully rigged to supply smooth sailing for shrewd t 


every help we can. We are indebted 


to you for your kind offer of coop- 
eration. 

Lt. BLAIR WALLISER, 
U.S.C.G.R., Public Relations 
Officer, Chicago. 

P. S. And don’t forget the Coast 


not available for civilian use. 
RAYMOND C. HUDSON, 
Raymond C. Hudson & Associ- 
ates, Chicago. 
vs v 


Chart Boosts Production 


and promotion . . 


wonder KMBC carries a heavier cargo of national spot business than any 


. In the wake, come Kansas City’s largest audiences. No 
y g 


Guard “SPARS,” the woman's re-| ‘To the Editor: To stimulate em- other Kansas City station. Haul to and get aboard, won't you? | 
serve (with uniforms by Main- ployes to even greater output of 
bocher). i optical instruments, binoculars, and 
e . other Bausch & Lomb products for 
A Rough Idea of Hell the armed forces, we have devel- 
To the Editor: We believe you) oped a new chart on which depart- 
will agree that the Henry Valve; mental production curves can be 
Company advertisement, headlined | posted. 
“A Rough Idea of Hell,” is quite When we made up this chart it 
unique. It was prepared by this) occurred to us that other war plant: 
agency in collaboration with Capt. could use the same idea. Conse- 
J. B. Sandberg, U. S. Marine Corps, auently we will be glad to make 


stationed in Chicago, and placed in 
the Nov. 23 issue of Air Condition- 
ing and Refrigeration News, and 
the December issues of Refrigera- 
tion Service Engineer and Refriger- 


copies available at cost. This cost 
which includes a bulletin board 
poster, is 60 cents. 

Because the need for greater pro- 
duction of war materials is so vital 


GETTING IT IN THE RECORD 


PRODUCTION 


uP/- 


SSVdWOD 401 SI 9 
dwila ¥O1 SI 
1vO@ OLINDSOW 4O4 SI W 
133y 4Oi S!| WwW F 
OF KANSAS CITY 
Bausch & Lomb Optical Co. is using this departmental production chart to speed SHUAMSNV ZH 
the pace of war supplies, and offers it to other manufacturers at cost. 


CBS BASIC NETWORK 
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December 14, 1942 


ADVERTISING AGE 


23 


seventh try, I permitted another 
background blob to count as a horse. 
But even so... only 52! 

We are indeed fallen upon evil 
days. Whither shall we turn, if not 
to ADVERTISING AGE? 

Yours more in sorrow 
anger, 


than in 


DONALD LINDSAY, 
McCann-Erickson, Inc., Cleve- 
land. 

7 a de 

Supporting the Grocer 

To the Editor: We are enclosing 
a full-page advertisement that we 
ran twice in the local newspaper. 
Grocers in this market, the same as 
all markets, have their hands full 
with help problems, etc., and we felt 
that we owed it to them to try to 


YOUR GROCER 


Has « Message of Vital Importance for You! 


THE BAKERS OF Afo€ewen BREAD AND CAKE 


en et ed 


Mos + eee emnge Sage sae te ee eet 


get over to the public some of the 
problems that they are up against. 

We feel that this advertisement 
has done considerable good for the 
grocers and that it has also devel- 
oped a much higher degree of good 
will for us with the grocers in the 
territory we serve. 

R. M. SEYBOLD, 
Sales Manager, Derst Baking 
Company, Savannah, Ga. 


~ w= 


New Production Drive 

To the Editor: We read with in- 
terest your article in the Nov. 23 is- 
sue describing the fine job being 
done by the Omaha World-Herald 
in promoting a garden project. The 
story of the outstanding achieve- 
ments of the World-Herald in the 
crap campaign is well known. 

We Nebraska publications have a 
habit of leading the way in the 
various movements in the war ef- 
fort. We are sending you an article 
describing a state-wide campaign 
aimed at increasing hog production 
in Nebraska 40% in 1943. Since 
this program was launched by the 
Nebraska Farmer, it has reached 
nto almost every community in the 
tate and there is every assurance 
that the goal will be attained. In 


1942 Nebraska farmers produced 
$177,000 pigs. Their contribution 
to the nation’s meat supply next 


ear will be about 6,000,000 head. 

GLENN BUCK, 
Manager, Nebraska Farmer, 
Lincoln, Neb. 


Retail sales in Troy's A.BA 
City Zone will exceed 66 million 
dollars this year,* an all-time 
high. To send your sales soar 
ng m this major New York 


State market of 115,000 consum 
rs use Troy’s sole dailies 


™ \\ THE TROY RECORD 
RECORD 


vewrwress THE TIMES RECORD 
ES TROY CORD A Vicks AD VENTION MANACED | 
al All Advertising Direct 


_ er 


Agency Insures Art 
Work of Its Clients 

To the Editor: We think you may 
be interested in a recent move taken 
by this agency to cover by means of 
a floater insurance policy art work 
and other materials belonging to 
clients. 

Several months ago we realized 
that our fire insurance policies did 
not cover such material. Upon tak- 
ing an inventory of it, we were 
greatly surprised to learn that this 
material, on a “written down” basis, 
aggregated an amount equal to 
more than three times the insurable 
value of our furniture and fixtures. 

An investigation indicated that 
very few agencies apparently pro- 
tect clients’ materials by insurance, 
perhaps because they operate under 


the same misapprehension that we 
did—that our policies cover it. We 
have determined to protect clients’ 
materials, not only against fire or 
damage while on our premises, but 


against these and other hazards 
while the art work, etc., is either 
on our premises or when it is en 


route to or on the premises of 
lithographers, printers, plate mak- 
ers, etc. 

In order to get proper coverage, 
our insurance brokers, Levison 
Brothers of San Francisco, worked 
out with the Insurance Company of 
North America a special “Scheduled 
Property Floater Policy,” We think 
that if advertising agencies gener- 
ally recognize the huge values tied 
up in clients’ art work and material, 
they will feel, as we do, a moral 
obligation to secure the proper in- 


surance protection. 
LEON LIVINGSTON, 
Leon Livingston Advertising 
Agency, San Francisco. 
vv, ’ 


Three Front Pages 
Figure in War Bond Ads 


To the Editor: On Dec. 7 the De- 
troit Free Press, News and Times 
published a_ special war savings 
bond edition to promote the sale of 
extra war bonds in commemoration 
of Pearl Harbor. 

I don’t want to lead with my chin 
by stating that this is the first time 
that an advertiser, Cunningham's 
Drug Stores, has reproduced actual 
photographs of the front pages of 
three newspapers in each respective 
issue on the same day. However, 
this is the first time that I have seen 


this in the 21 years I have been as- 
sociated with advertising. 
LAWRENCE J. MICHELSON, 
Simons - Michelson Company, 
Detroit. 


v v v 
‘Cooking With Gas’ 

To the Editor: We certainly are 
in agreement with Eugene Hegel of 
the Dayton Press, and are enclosing 
a copy of one of our current adver- 
tisements, showing how we are urg- 
ing the use of war bonds as Christ- 
mas gifts through a popular slogan, 
“Now You're Cooking with Gas!” 

If our gifts this year look like 
Santa’s pack of war bonds, we will 
all really be “Cooking with Gas.” 

K. J. HAINEs, 

Advertising Manager, Northern 

Indiana Public Service Com- 

pany. 


IT CAN BE DONE IN BALTIMORE 


ON TARGET! 


The ack-ack boys know it isn’t just a case 
of fill the air with fire power. You've got to 
get on the target. And you've got to hit with 
concentrated fire. 


The smarter users of spot radio have learned 


the same thing. 


Take Baltimore. How do you 


cover the now 6th largest city in the U.S.A.? 


More and more the advertisers who look to 
reduce their sales costs are using WFBR for 


3 big reasons: 


1. WFBR covers Baltimore DAY and NIGHT 
with an efficiency known to few stations in 


so big a City. 
isn't magic . 


NATIONAL 


There are no dead spots. That 


. it’s just good engineering. 


REPRESENTATIVE: 


PHOTO BY WIDE WORLD 


RADIO, TOO 


2. There is no waste with WFBR. WFBR does 
not use a hopped-up signal to cover the 
surrounding states in which you may or may 


not have sales...or states in which you have 
already bought time. Our job is the Baltimore 
trading area. Not Pennsylvania, West Vir- 
ginia, Delaware, New Jersey, Virginia. 


3. WFBR is the station all Baltimore has been 
listening to for 21 years. In the last 3 years 


over one half million people visited our 


studios or participated in sponsored shows. 


It's good business to get on the target in 
Baltimore. WFBR makes it automatic. 


RADIO STATION \ I B R BALTIMORE 


JOHN BLAIR &@ 


co. 


SY Ps +‘ Gers a ae 2 te! «Sup ie # wy ti we ice al so gue : Ne ; € ie Ee eae 2 » 2 : , pe ie Re x i soap es ep " o i ete . 
Cee "a 
She 
aie 
- ee 
a 
Le 
ea 
a 
oem 
ps 
a 
oa ; 
pe 
7 : 
ees: 
er ‘ 
ea 
om 
ae 
gla 
a 
i 
ae 
ee ee 
Opiate GB Lise tot ES EE ETTORE, SS A A EE NE I ie 
fv Oj ae 
: ora y ; —— 
J “y : 
e A maw aa 
, \ ta) oy 
\8 \) fg % / ca 
\ « s Ly 
Vy \ ‘ \ sy 
. ; 5 
aS 
. \ i 
‘ ’ 
(easaseed 00 180 tt of evens sents mento ST 4 WORD AmDET MEAT BATIONNG Ge \ , ~ @\ 7 
iF -— > N Pegi 
mie! epithe cuvanp seneman sn beseusets s ».; ae - - > t — 7 ; 
= serene ae b “~) o . . ane gies . ie = 
net i ms ° . Mt §..4 LS - " ’ Pid, . 4 a! 7 ie ke - Bas a eh it . a gs . ’ . a . 
eae < : ~ mo me rem rye oe rt : eae gh eS “ie \ % ; -” \ - a iz = : 2 ‘ aS Be 
: ~ite a ~ pa “ we ous is ie ” y 7 : x | . a 5 ° . er a's oa 
aacaliana ; as ome = Secon Fae: a sy P ; “ag : oe % ‘ PS 0 . ae ‘ ; ’ pate 7 
moar . oe o- ° “7+ ow ~-* - . te Pr s 4 , a al e. 2 E re 
ieee meee pet Sa Sal a ae wha Fy Aho | i 
SS o's ein ee, > ‘ m ; » eS cen 
Exe —— “oe c. as al * F mee. «tt ye f nN ° city ‘sil gi Sas . oe x : 
. pee abe. amen + ae, nll 7 * - Sb ‘ - dee a ee la seo ol 
eC‘ at ees oe ( = fog & * ’ ; cs 4 ! b | _ Lo ve ‘ie om ne ig <“— are 
eee ae ee ee ee ee Pia | cs ¢ Fo . ? a a 4 a . re? 
es ey a —=e ; id iy : ‘ i a ee 
é al Pa = §. ou Aa pe sa ‘i = ae™ i see ; 
~~ — ees — Oe 2 r . e ™ ow NE a 
_ ‘ te 7 a ee ie. _— % df Eon ll, om we ¥ es te 
4 > ‘ fa ‘4 a , me 
een "'- -  F <" an! — ‘3 j , 
oe | 2 oe a : Re a Aes 
a ae “-s An ne ay. = A te = . ok <j 
me .. : . am ee \ , i er =, “ate i 
oe Li youd : T+ f.. iene “a BF pa ; pe. a, oe « 2g eae 
x - * ss - ee eee , -” + ~ = 7 eee 
Oe ailiie - + ; lt ee ae Ve ‘ ay , 2 f a . pe 
Set . eo lk Me ay one . ~. a 
nihil = : Tw « . 6 eee » ; , Set x sen  « Biei 
te ae j a ae . ey, + Se ie, —s Es os a ¢q yee * . J - ae oa a r™ 
W pts gets : as i ee ee PP re SB ee ee i4 os ——— " ~ ie a RARIAL oc: eae 
at oo E fon ‘cee : om ane, Sos oe ee 98 ae” © s - _ - BOs 
jeer , j ; ; ¥ | ae RNR a ® ee Png ; a 6 
eae . x 86 2 Steere i ee ] i ae 
= —. * : i ee ee. ‘i i? a eal i J 
ee) eS c | ae ORS el E33 oe Be : —e a he 2 
: Le peed a a ae : : iP: 
— et ee ere: —— 4 see Be ae pay erie: ia > * aoa : - ' ne tee CUR 2°, oes 
a cel a 3 +. 4 ae ie ee “ ay ‘ heat ee a o-oo * 
i ss tee ea mee ey Oe eos fa, — Pe ees 
F i 3 Pte ts ‘ aa 5 i a i “5 ra : omy Sir ——" PAC a : a 
7 » ects 3 7 a a eae as wa eee ch 6S ad iar “ p a ; 
| le, — co - Fe ce a. “« “ oe 
- : glia ee - tas ae Le hd 2: oe 5 ee ih eG. fe eg aoe ee a 
alle. “ode Ce ap on Pe eae et. a BE ae oe ee Lee es a ee cae ‘ 
ae ry ‘ eee em a SNE eee i Pt A Pa se See ° ae eee aa aad ii | 
"Se ae — a ’ "ey ; : ae oe sie # aes a! ‘ 4 — Z cage asi fe pas fae 
gu - ii : oo Sa rr es Rist > - . , . — ‘a iia hes cae - 
_ > ae ee " i + ne - q a ae sl aes ‘ . ar cae ae a ‘y 
_ — ne ~ Lee “on oe a 
nae : « 7 sain Bren jars? re mS, «lame aay st, a |} = oa FS cs cm — 7» ’ Ms #3 i , ta fled . oe a " on Anas 
ro. a = re et ee ee EE Me ae ys — ha a ae a — 
4 ae 7 oe oe ae ee. te ar Nahe ae ne iy et we aig 
| ee os 7 vo Wa mf « we * oO og. a fie ae ae ey ; a a a ie > a 
‘ . - ; % F 
ee : 2 
-uig ae 
_ io my caries 
as i a “ty 
; > ge 
pe a 
fares 
3 7 
ee Po y J decd ih 
. a vi % 
— 2 
rr. 
‘3 S ri | 5 ee 
| rey 
= es 
aan 
oil ae 
BP ; 4 
PF Ps Zé 
sane : 2 
Po meee OT 
{ ha nber of { mmMer ‘ “ 
Business Indes ; 
oo ee 
Sd 
a q 
es ee aa : 
L : 
 - 
ea | 
. a ‘ , 
- L# 3 
. or he Ay wr oem ene se Ge be ee a ad oot nt etaae os oh OO ok ach oP a a rial pp eee ae & io Ae Opa (tae se me, e, me ee eS ae ae pte 
et a oe Pe ee ae Sa : oe Ws ait sedis mae Be eg geen, om Ry eae A >. ae ‘ ee er ‘ x oa + Pm a he .. ‘ Res Eyes a obs te ae ; 
Ok. See Se eek ed. a a ee A ee > i: ara: Sat Sab s oe ee RS ae ty = as 3 £ BO RR ae Se = liane 5 ae Pi iB a ia ie, nag es. 
Po hn. Se: af F ex ‘1g ah? € Wawre 2 tie Vee P- “perarae  O el ea Sz i. Mi 4 be ase 5 a rs Ls Ce 7m or a ae ~~. ae ‘i ¥ Py 


ace 


ADVERTISING AGE 


December 14, 1942 


Kaiser Challen 


ges Industry 


to Promote Postwar Goods 


War Bond 'Down 
Payments’ Urged by 
Shipbuilder 


[Editor’s Note: The speech of 
Henry J. Kaiser, famous shipbuilder, 
before the War Congress of Ameri- 
can Industry, held by the National 
Association of Manufacturers in 
New York Dec. 1-5, presents so 
challenging a picture of ““manage- 
ment’s responsibility in the postwar 
world” that it is reproduced here at 
considerable length. Mr. Kaiser be- 
lieves that American industry can 
insure the country against a postwar 
depression by drawing plans for the 
postwar era now, and by giving the 
widest possible publicity to those 
plans. Mr. Kaiser strongly urges the 
immediate advertising of postwar 
models and postwar plans, together 
with the tying up of war bond pur- 
chases with allotment plans _ for 
postwar goods. | 

New York, Dec. 8.—In a fighting 
speech which easily stole the show 
at the War Congress of American 
Industry here last week, Henry J. 
Kaiser, the man who has turned the 
slogan, “If it’s impossible it will 
take a little longer,” into a truism, 
challenged American industry to 
insure postwar prosperity by put- 
ting postwar planning into opera- 
tion immediately; by revealing 
plans for postwar products and 
services; and by advertising those 
plans and services and encouraging 
the public to make specific commit- 
ments for them through purchases 
of war bonds. If such a program 
is followed, he asserted, we can 
enter after the war into “America’s 
greatest economic and social oppor- 
tunity.” 

“With a full realization that war | 
production is our paramount duty 
and that it must be until the war | 
ends,” he said, “nevertheless, there 
is a grave and compelling demand 
that our preparation for life after 
the war should begin tonight. The 
mobilization of the tremendous | 
forces of American production, 
launching out boldly for housing, 
for transportation, for highways, for | 
essential medical care, pledged now | 
by the deposit of bonds, organized | 
now under the strength of an im-| 
mense volume of saving, the evi- | 
dences of which are the promises of | 
the United States government which | 
today constitute the best asset on | 
earth. 


Freedom to Produce 


“The freedom to produce encom- | 
passes all of the freedoms. It is| 
the only certain hope of a postwar | 
world. American industrial leader- 
ship has its challenge. It can sur- 
render to the social politicians who | 
have little to offer save an ultimate | 
bankruptcy, or it can win the great- 
est battle of its history by giving 
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ART-COPY 


A Chromart Colorprint from 
Kodachrome is the best that 
money can buy. 


It possesses full art-copy qual- 
ity, as required by makers of 
fine color plates. That is why 
leading agencies rely on our 
print service. 


A Chromart can be dramat- 
ically displayed, retouched, 
pasted inte artwork. A 


Kodachrome cannot. 
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start at Investi- 


America the opportunity to work, 
and in due time by extending that 
opportunity through our facilities, 
through our products, through our 
finance, into the far corners of the 
earth. 

“Now is the time to plan for peace 
since the kind of life that we will 
live, the opportunities that we will 
enjoy, the service that we will ren- 
der, are what we are fighting for... 

“The time has now come for 
American industry to take the lead- 
ership and actually put a plan into 
action. The plain truth is that we 
dare not wait for any protracted 
period of national or international 
contention as to what plan is the 
best, or as to the methods and pro- 
cedures for putting one into opera- 
tion. 

Must Insure Employment 

“The first and primary essential is 
employment—a nationwide, yes, a 
worldwide, opportunity for all who 
want to work. If freedom to pro- 
duce is taken literally, it will not be 
difficult to show that it comprises 
virtually all of the freedoms so 


recently and so eloquently ex- 
pressed. There is no magic source 
of wealth for the reconstruction 
period. There is no bounty suffi- 
cient to accomplish the task. There 
is nothing in the philosophy of the 
hand-out that can lead to anything 
but despair for the postwar world 
which is so rapidly approaching... 

“If we had the courage we could 
here and now adopt a plan to end 
all plans; a plan which would 
restore the confidence of the people 
in industrial leadership; a _ plan 
which would vindicate and comple- 
ment the astonishing record which 
industry is now establishing in war 
production; a plan which would put 
courage, hope and strength in place 
of all the fanciful theories of dis- 
tribution which forecast free food, 
free medicine, free housing, and all 
other similar donations on the part 
of the paternalistic state. 

“If industry could now show our 
people that there needs to be no 
postwar depression; that on the con- 
trary there can be America’s great- 
est economic and social opportunity, 
there would be at once a magnifi- 
cent response demonstrating the fact 
that the average man wants most of 
al! to be creative, productive, inde- 
pendent and secure in the fruits of 
his own efforts. . . 

“Obviously, this is not the mo- 
ment to discuss details, but here is 


a thumbnail sketch of a plan that 
will need no commissions, no corps 
of experts, no voluminous reports. 
It calls only for the relatively sim- 
ple organization of a few essential 
data: Let industry begin by doing 
certain things, the need for which 
is beyond dispute. Here are four 
avenues of opportunity, in no sense 
exclusive, but wholly typical of the 
type of activity which could quickly 
generate an immense volume of em- 
ployment. First—in a convention 
just closed in the city of St. Louis, 
the realty men of America ex- 
pressed their considered judgment 
that there will be a postwar demand 
for nine million units of housing. 
Second—a civilization like ours is 
completely dependent on transport. 
Our land transportation at the close 
of this war will be hopelessly inade- 
quate, through wear, tear and obso- 
lescence. The immense _ pent-up 
demand for automobiles which 
already exists, is a matter of com- 
mon knowledge. Third—the need 
for a vast, modern, well unified, 
daringly designed and audaciously 
constructed highway system is al- 
ready evident. Fourth—one of the 


great social needs to which the war | 


has given emphasis is that of ade- 
quate medical care for all of the 
health problems which are engen- 
dered by an industrial age. 


“Has the automobile industry, 


here abundantly represented, the 
courage now to design and an- 
nounce its 1945 models for delivery 
six months after the close of the 
war? In spite of the immense strain 
of war production which the auto- 
mobile industry is so magnificently 
carrying, it can surely expend its 
departments of design. Has _ the 
automobile industry the courage to 
advertise that it will now accept 
war bonds as down payments on the 
1945 models? Would it now aid the 
government in the vital need of 
|taking purchasing power out of the 
|market by stimulating the savers 
to buy bonds with the full knowl- 
edge that those savings will assure 
the purchase of the automobile 
‘which will be so sorely needed 
when peace begins? ... 

“Would the general contractors 
\the makers of road machinery, th 
/manufacturers of cement and stee! 
and all of the manifold teols and 
materials that go into the buildin 
of highways, organize now to de- 
sign, plan, and finance a highway 
system that would be one vast ex- 
tension of the great trunk which 
crosses Pennsylvania, the modern 
turnpike of speed and_ safety? 
Would the estimates be made with 
the help of the automobile industry 
and agencies already in existence, 
as to the volume of traffic that can 
be carried, and should be carried 
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ADVERTISING AGE 


in order to quicken the movement 
of the great civilian army which 
now knows the automobile as an 
essential part of its daily exist- 
ence? 


Suggests Medical Centers 


“Will the manufacturers now dare 
to organize, finance and manage 
medical centers in every industrial 
community, where medical service 
could be purchased on an insurance 
basis at a cost which would bring 
not only skill and facilities, but all 
of the advantages of research within 
the reach of the common man, and 
it the same time provide the doc- 
tors of America with a participation 
which would adequately remunerate 
hem for their long and expensive 
training? 

“If the doctors fear 
medicine, if industry is 
about the widening powers of the 
tate, why not venture, now, boldly 
nto the activity that will fore- 
stall the super-planners in their 
schemes to compel and direct medi- 
eal service into the channels of dis- 
tributive bounty? Does industry at 


socialized 


anxious | 


and to pay its own way; so that 
the tolls from the highways and the 
bridges will amortize their costs; so 
that the fees from organized medi- 
cal centers will provide profits 
available, not only for extensions, 
improvements and research, but for 
the adequate compensation of com- 
petent medical service? 


Need for Housing 


“Can the real estate men who 
have now proclaimed their informed 
and intelligent estimates of housing 
needs, organize the companies 
which will build modern housing 
for rent as well as for sale? Do 
they now dare to put the architects 
to work? Will they, too, together 
with the banks and savings and 


loan associations, accept bonds as} 


down payments on the homes that 
are so sorely needed? Will they 
give the tremendous impetus to the 
government’s present financing 
efforts by stimulating the citizen to 
think that his war bond has become 
the down payment on his new home, 


jor perchance, that his accumulated 


this moment have the vigor and the | 


vision to take the initiative? 


Will | 


they fearlessly proclaim that every | 


public work and every public serv- 
ice should be self-sustaining? Can 
they now assure the opportunities 
so that labor can continue to earn 


war bonds have purchased his new 
home? ... Why not turn the whole 
force of the vast saving which 
America is now being called upon 
to make, into pledges which will 
guaranty future production? 

“On the day peace is declared 
there is certain to be a million, and 


there may well be more than a mil- 
lion, young men trained to live and 
work in the air. There will also be 
a great throng of young men and 
women whose attention has been 
concentrated on the manufacture 
and servicing of airplanes. Their 
skills have already been developed 
and channeled into service in this 
giant industry which offers such 
momentous promise. 


Vast Fields Opening 


“Let it be said again that the 
artisans and the pilots now in serv- 
ice and in training are young. The 
whole future is theirs. For them, 


| the air offers the life work which is 


to be their ruling ambition. This 
is a prospect for which there is no 
parallel in history. It is a new 
chapter in evolution; it is the open- 
ing of an era in transportation, the 


social consequences of which stag- 


ger the imagination. Has the avia- 
tion industry, with its present rec- 


ord of daring and achievement, the | 


fortitude to stretch its capacities 
now, so as to pledge these millions 
of young men and women a stirring 


-and adventurous career? 
“While we are speaking, the field 


of industrial opportunity widens to 
breath-taking dimensions: Televi- 
sion, electronics, the inexhaustible 
potentials which are flowing from 
research on the nature and _ struc- 


ture of the atom—new sources of 
energy which spell not only comfort 
and convenience, but healing and 
hope for the sick—new and effective 
utilizations of the existing sources 
of power... 

“Have we the courage to organize 
an effective, self-sustaining or self- 
liquidating project for every scheme 
which the proponents of the super 
state are now planning to make 
available without effort and without 
sacrifice? 


Urges Advertising Now 


“Has industry the fortitude to say 
now, just what it has to offer to 
our own 130,000,000 people? Does 
it dare to carry its story indepen- 
dently with a wholesome degree of 
competition through the proven de- 
vices of publicity? By the same 
medium, is it willing to tell of a 
cooperative effort whereby hospitals 
and medical centers can be built to 
provide prepaid and solvent medical | 
service? 

“By the same token, have the}! 
banks, the savings and loan associa- 


| tions, the real estate firms and the 


builders, the courage to tell their 
story competitively and collectively 
With respect to the building of nine 
million units of housing? 

“This is the time—the precise 
hour—for all industry to declare its 
confidence in the future of America 


Necessarily the Female 
of the Species 


The female of the species, so the biology books tell us, 


is the bearer of the young. Being that, her concern is the 


family, her domain the home. 


out as neatly as that. 


But it doesn’t always work 


Sometimes the female looks upon 


family-raising as a bore, and home little more than a mailing 


address. 


It is natural and logical that such a female would find 


the service magazine of no use or interest. 


It is just as 


natural and logical that her more responsible sister would 


consider it her bible. 


It is that—a sort of trade journal for 


women who are actively engaged in the vital business of 


home-making, and who like and take pride in their work. 


Today, those women have a new problem, the problem 


of making their household implements last longer, the 
problem of doing their work well in a world of thinned-out 


implements, shortages and substitutes. 


“THIS WOMAN NEEDS HELP!” 


These women need help. They are ca- 
pable of doing their new job as Managers of 
Our Wartime Living but they do need help. 

McCALL’S has identified some of that 
help between covers in a new book called, 
“This Woman Needs Help!” 
business or advertising executive, this book 
We shall mail it to 
McCall's Magazine, 238 Park Avenue, 


is for you. Send for it. 
you. 


New York, N. Y. 


If you are a 


NEC ALS cccocive 


PAGES FOR BONDS 


ree = NE AY FOR 
The ( ommmander im ( of mer oa i 
“The turning point of this war 

has at last been reached. But i's 


this is no time for exultation 
... the fight will continue to 


United States Steel Corp. marked the 

first anniversary of Pearl Harbor with 

this war bonds page in 150 newspapers 
throughout the country. 


and to reestablish the leadership 
which will give hope to our people. 
We are too apt to think of the gov- 
ernment as a thing apart. We need 
to return often to the inspiration of 
Gettysburg and to remember that 
our government is ‘of the people and 
by the people. The underlying com- 
monsense of America has not been 
fooled by the promise of Utopia. In 
the heart of every citizen who 
knows the sense of independence, 
born of earning and saving, there 
is the deep desire to believe in our 
leadership. Shall we risk the loss 
of any of this trust by our unwill- 
ingness to venture boldly now in 
their behalf? Government ‘by the 
people’ can mean representatives 
who know the life-giving and sus- 
taining values of private enterprise 

men who will foster and encour- 
age every phase of industrial en- 
deavor. . 


Now Is Time to Begin 


“Our challenge and responsibility 
is to give the people an immediate 
opportunity to go to work, first at 
home, then as the needs become 
clear, and under the leadership of 
a statesmanship that is wise as well 
as generous, the fruits of their labor 
may go abroad to further the oppor- 
tunities of those for whose freedom 
they now fight. . . Let it be said 
again that there will never be any 
significant prosperity in America as 
long as there are great hosts of 
people living on the margins of 
poverty anywhere on earth. 

“This is the hour for action and 
now is the time to begin the heroic 
and magnificent task of reconstruc- 
tion.” 


Bakery Sponsors Hurlburt 


Kilpatrick’s Bakery, maker of 
Roman Meal bread, has signed for 
52-week sponsorship of Glen Hurl- 
burt in a 15-minute informal pro- 
gram of songs and piano interpre- 
tations over Station KGO, San 
Francisco. Titled “It’s Glen Again,” 
the program is heard from 9:15 to 
9:30 a. m., PWT, Mondays through 
Fridays. Emil Reinhardt Agency, 
Oakland, placed the account. 


If it’s 
A TEST 


you want... 
TAKE 


The Register is rated* the 
7th test market in the U. S. 
—Z2nd in New England. With 
a minimum cost you reach 
urban and suburban popula- 
tion. 


*ludependent Survey of Providence Bulletin 
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WIP Shifts Staff Two 1,000-line color insertions have already created legendary THE STARTER 


Edward Wallis has been appointed 
program director of Station WIP, 
Philadelphia, to replace Murray 
Arnold, who has joined the Army. 
Sam Serota, production manager, 
has been promoted to assistant pro- 
gram director and director of pub- 
lic relations, the post formerly held 
by Mr. Wallis. Jerald Morvay, for- | 
merly of WKIP, Poughkeepsie, has 
become WIP’s production manager. 


Names Cramer-Krasselt 
Cramer-Krasselt Company, Mil- 
waukee, has been appointed to 
handle advertising for Nekoosa-Ed- 
wards Paper Company, Port Ed- 
wards, Wis. National magazines 
and business papers will be used. 


“And to think those announcers 
on WFDF Flint Michigan were 
worrying me!” 


Launch $1,000,000 
Drive for Florida 
Citrus Commission 


Most of Promotion 
Concentrated in 15 
Major Markets 


New York, Dec. 10.—A_high- 
powered advertising and publicity 
program for 1942-1943, designed to 
take advantage of the milk and 
fruit-juice shortages on the home 
front, and which involves an ex- 
penditure of $1,000,00, has been un- 
leashed by the Florida Citrus Com- 
mission, pushing tangerines, oranges 
ind grapefruit. Blackett-Sample- 
Hummert is the agency. 

The campaign, concentrated in 
major markets throughout the coun- 
try, embraces New York, Phila- 
delphia, Boston, Baltimore, Chicago, 
Cincinnati, Washington, Pittsburgh, 
Detroit, Cleveland, Newark, Louis- 
ville, Nashville, Memphis, Hartford, 
Buffalo, Springfield, Mass., Indian- 
apolis, Providence, and Albany. 


scheduled to appear shortly before 
Christmas in the New York metro- 
politan area, will prominently fea- 
ture tangerines as the “fruit with 
the zipper skin,” although the mar- 
ket for the “zipper-skinned” orange 
is unusually shaky due to drouth 
and a scarcity of pickers. Follow- 
ing the holidays car cards will re- 
inforce this item in the remaining 
markets. 

On the Pacific Coast a special 
tie-in campaign has been prepared 
emphasizing tangerines as replace- 
ment for the Japanese mandarin 
fruit in one 500-line and two 250- 
line advertisements. Twelve spot 
announcements daily over seven 
Canadian stations will supplement 
the drive toward the latter part of 
the month. Radio in this area will 
be used for a five-week period. 


Use 24 Newspapers 


Insertions on oranges will run 
700 lines each in 24 daily news- 
papers, striking an average of 11,000 
lines a week until the wind-up of 
the campaign sometime in April. 
The orange promotion hammers 
away with the “Once Again More 
Juice for Less Money” angle. 

Grapefruit advertising features in 
the headline the catchwords “Com- 
mando Fruit,” aimed at the imagi- 
nations of millions of children who 


stories concerning the British raid- 
ers. The vitamin C theme is 
stressed here with a strong hint that 
grapefruit eaters will grow up to be 
Commandos. 

Plans for the canned fruits sched- 
ule, which carries a heavy portion 
of the total advertising allotment, 
have not been definitely formulated. 
This has been attributed in part to 
the critical condition of the tin can 
industry in general. 


Elects Advisory Council 


The board of directors of Finan- 
cial Advertisers Association has 
added three members to its senior 
advisory council and reelected 24 
members. The following are new 
members of the council: Harry E. 


Gail, Toledo Trust Company, To-| 


ledo; Robert J. Izant, Central Na- 
tional Bank, Cleveland; and Harry 


B. Winsor, Second Federal Savings | 


& Loan Association, Cleveland. 


Gilbert Advensed 


G. D. Gilbert, sales manager of 
the Baldwin-Duckworth division of 
Chain Belt Company at Springfield, 
Mass., has been named general 
manager of the division and also 
secretary of the company to suc- 
ceed A. R. Abelt, who has been 


elected a vice-president and direc- | 


tor of the company. 
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This has been a tough year for everybody. Though many 


publications show losses, there ore gains, too 
| proud to report that Parents’ Magazine is 


. We're very 


period (Januvary-December), a 


. 27% GAIN T 
e 
in advertising revenue over 1941. In 1942, advertisers | 
= have taken a closer look at the magazines they buy than = “pees y —_— 
ever before. It's evident they place a high value on the spe- 
_. cial group of families with children that makes up Parents’ | | 
| Magazine's circulation. And in ‘43, they'll rate Parents’ a 
| few notches higher. Consider this: 
——+ a 
% These fothers are at the bottom of the 
droft list . . . they will be the last to be called | | 
% Their incomes have moved up consider- ee) se 7 — 
ably (Storch shows Parents’ readers’ incomes | 
increased in every bracket from $2000 up) 
+— ++... ---+4 
| *% Circulation is up with the December 
issue Porents’ Magazine began delivering 
ie 2/3 of a million + 
—EE—E 
- —— 
| 


~~} MAGAZINE ~~ 


NEW YORK « CHICAGO + BOSTON + ATLANTA 


Ses 


magazines having gains...... According to Publishers’ 
_... Information Bureav, we show, for the twelve-month 


g the 


SAN FRA 


gic 


Read in More Than 2/3 of a Million 


AMMONIA'S GONE TO WAR! 


TERO 1S HERE 


FP REACON CHEMICAL CORP., PHILADELPHIA, Pa. 


A new cleaner will be introduced to 

consumers soon with this newspaper an 

nouncement. The maker, Beacon Chemi- 

cal Corp., also will use radio, direct 

mail and point-of-sale advertising as soon 

as national distribution for the product 
is complete. 


Contest Launched 
to Win Italians 


to Allied Side 


New York, Dec. 8.—Il Progress: 
Italo-Americano, New York Italian 
language daily, marked the anni- 
versary of Pearl Harbor with loca! 
newspaper advertisements announc- 


|ing a prize contest with $2,000 i: 


war bonds for statements of 600 
words or less on “Why Should the 
Italian People Join the United 
Nations Now?” 

Pointing out that the contest 
open to all, without any qualifica- 
tions, the 900-line advertisement 
said: “In addition to the valuable 
reward which you may win, you 
will know that you are helping t 
win the war by winning a great 
people to our side. You will hel; 
provide ammunition as important 
| bullets.” 

The judges in the contest ars 
|Henry Breckinridge, former Assist- 
ant Secretary of War; George 5S 
|Counts, professor of education at 
‘Columbia University; and Ferdi- 
'nand Pecora, justice of the supreme 
court of New York. 


Evans to OWI Overseas 

Gillespie (Gep) Evans, who has 
been with Paramount Pictures fo! 
the past six years, and recently has 
handled trade advertising, has be 
granted a leave of absence to } 
the overseas division of OWI. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 
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December 14, 1942 


ADVERTISING AGE 


Edited by 


‘Postwar Agenda’ Outlines 
Problems, Objectives 


A “Postwar Agenda” has been is- 
sued by the National Resources 
Planning Board. The booklet out- 
lines the problems the country is 
now facing in the search for prac- 
tical paths toward active realization 
of the new world the United Na- 
tions are fighting for. The purpose 
f the outline is to provide a frame- 
vork for postwar plans of public 
ind private agencies. 

The board has defined the major 
ibjectives of a postwar program as 
full employment, security, and the 
puilding of America. 
liscusses plans for demobilization; 
plans for private enterprise; plans 
for public activity and social secur- 
ty; effective administration; and in- 
ternational collaboration. 

* * * 

Anticipating more extensive use 
of airplanes for commercial pur- 
poses during the postwar period, 


the New York Custom Brokers As- | 


ociation and the New York Foreign 
Freight Forwarders and Brokers 
Association have named an air 
transportation committee to follow 
developments in that field. 


* * oo 


Looking forward to the day when | 


they will need to go after business 
again, the Hotel Sales Managers 
Association has created a postwar 
promotion committee on hotel sales 
promotion and advertising. The 
committee will confer with leading 
hotel managers and sales managers 
throughout the country and then 
prepare and publish a compre- 
hensive report detailing procedures 
to be followed by individual hotels 
in preparing the way for resump- 
tion of normal business. 
* oa * 


A postwar planning committee 
has been set up by the National Re- 
tail Farm Equipment Association in 
accordance with a resolution passed 
at its recent convention. 

cg * * 

A bill to authorize appropriation 
of $100,000,000 for postwar planning 
in order to expedite selection of 
public works and improvements has 
been introduced in the House by 
Representative Beiter of New York. 
The funds would be used only for 
planning and engineering works to 
be executed promptly after the war 
is over. 

a 

That England is preparing for 
postwar marketing is again empha- 
sized in a dispatch from London 
reporting a speech in the House of 


VERN 
V/A 


Gents! Il can 


he Ip you decide 
what is a “rea- 
sonable” budge t 
for Business 
and Industrial 


Advertising. 


ERNON H. VAN DIVER. JR 


OR ONLY $25.00 1 will send you 
Vv “4l and *42) Brad-Vern Report 
wks vrs I'll split the twins “a 
2.50 each. 


| EF 


HESE BOOKS tell you what 
vertisers have done in business 
pers. With a Thomas’ Register. 
i can easily trace the trend in 
ir industry. 


25,000 


your directors (or clients) don’t 
k why you want a budget of X &, 
ur government will, so order these 
‘tt hooks now from ... The 
RAD-VERN Company, 135-21 
tion Turnpike, Flushing, N. Y. 


_NAIL THE FACTS WITH BRAD-VERN 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 


RALPH O. McGRAW 


The agenda | 


Commons by Sir Edward Campbell, 
Conservative, who advised British 
exporters to begin training travel- 
ing salesmen in currencies, weights 
and measures, and languages of 
foreign countries, in preparation for 
a gigantic export drive after the 
war. 


Yost to ‘Lumberman’ 

L. Morgan Yost, architect, editor 
and author of “Speaking of Homes,” 
has joined the staff of American 
Lumberman as associate editor. 


Research Helped 
Men in Service to 
Get Useful Gifts 


New York, Dec. 9.—While the 48 
Newell-Emmett Company employes 
now in the armed forces are sketch- 
ing their layouts with lead and 
writing copy for the pages of his- 
tory, their erstwhile coworkers are 
determined that their Christmas 
gifts shall fit their needs like ink 
fits paper. 

A committee in charge of gift dis- 
patching at the agency consulted 
Gallup polls and press clippings and 
conducted endless personal inter- 
views before sending out so much 
as a toothpick to the men in uni- 


form. Volunteer shoppers combed 
department stores to supply every 
man with six handkerchiefs em- 
broidered with his own initial, while 
brown and black shoelaces will be 
mailed off to personnel serving in 
the Army and Navy respectively. 

Each package contains § several 
Newell-Emmett client products: a 
carton of Chesterftields, Beech-Nut 
gum and Beechies, a cake of Kirk- 
man’s laundry soap (and Kirkman’s 
complexion soap). Playing cards, a 
camphor stick, pen flashlight, tin of 
aspirin, wind-proof lighter, which is 
actually supposed to light in the 
wind, chocolate bar, blitz cloth, and 
a puppet cut-out, calculated to 
while away idle hours, fill the rest 
of the package. 

John Hines, radio director, com- 


posed a jingle to include in each 
article and Harry McGinnis of the 
art department created novel greet- 
ing ecards. The rest of Newell- 
Emmett helped whip assorted red 
and green wrappings into Christ- 
mas bundles. 


Knight to Stop Nut 

William H. Knight has _ been 
named sales manager of the Elastic 
Stop Nut Corporation, Union, N. J. 
Mr. Knight was formerly vice-presi- 
dent of Electric Household Utilities 
Corporation, Chicago. 


Ellis Named Agency 

Sherman K. Ellis & Co., New 
York, has been named agency for 
Chap Stick Company, Lynchburg, 
Va., maker of medicated lipstick for 
chapped lips. 
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Coming in February — 
_ For wartime needs—the most importan 


_ and most timely AVIATION Yearbook 
... ever published 


Ws a, 


“ee 5. Se 


mensions and equipment 
to-use tables. 


DIRECTORY OF U.S. AIRCRAFT MANU- 
FACTURERS—Piaont locations, key personne! riols, supplies, 
and factory representatives of aircraft builders. 


EXHIBIT OF U.S. AIRCRAFT ENGINES — De 

tail drawings and photographs of all impor 
tont releasable U.S.-manufactured power plants, 
with essential data 


This year, as never before, Aviation’s Yearbook of essen- 
tial working information will be welcomed by the men 
responsible for our ever-increasing air supremacy. 

In one big issue for quick, easy reference, Aviation’s 
1943 Yearbook will provide aeronautical executives with 
a comprehensive summary of significant, useful facts and 


presented in easy 


Cirectories of suppliers. 


PURCHASING EXECUTIVES — For its wealth of information on 
sources of supply, in its directories and in its advertising poges. 


ARMY AND NAVY OFFICERS, MILITARY AND GOVERNMENT 
OFFICIALS — For its comprehensive directories of plonts, per- 


sonnel and other buying dota, 


objective analysis of the industry here and abrood. 

AIRLINE AND AIRPORT EXECUTIVES AND FIXED BASE OP- 
ERATORS — For its significant information, focts and figures, its 
onolysis of aviation trends, its U.S. and foreign news, ifs buying 
directories, its specification tables. 


Aviation's Yearbook is invaluable to... 


MANAGEMENT EXECUTIVES — For its directories of monvufac- 
turers and buying dota, its specifications and basic information, 
its progress reports, its news of aviation, both U.S. and foreign. 
PRODUCTION EXECUTIVES — For its production informotion, 
its specification tables, its buying dota. 
DESIGN, RESEARCH AND ENGINEERING HEADS — For its de- 
sign sketches of U.S. and foreign circraft, its engineering dato, 
reseorch material, production studies, specifications and its 


for its specifications, for its 


DIRECTORY OF SUPPLIERS TO THE AVIA- 
TION INDUSTRY 
personnel of the leading subcontractors and sup 
pliers of aircraft equipment, accessories, mate 


8 AVIATION’'S SKETCHBOOK OF DESIGN DE- 
TAIL—Greatly expanded in this issue. Per 
spective drawings and cutaway sketches of sia ] 
nificant design features of leading U.S. and 

foreian aircraft 


ee 


tion and their suppliers. 


moving industry. 


Plant locaticns and key 12 


tools and machinery 13 


RESERVE SPACE NOW=— ADVERTISING CLOSES JAN. 8th 
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Keyed to war speed, Aviation’s Yearbook is edited 
for those whose business is aviation . . . and doubly 
valuable to the thousands of newcomers to this fast- 


EDITORIAL FEATURES 
to-the-minute articles on design, engineer 
ing, production, operation and maintenance 


NEWS—Whaot's happening in the industry 
—in Washington—in aeronautical centers 
and abroad 


prehensive directories of the important branches of avia- Pye 


figures . . . plane and engine specifications — research, Index to the value of the Yearbook is last year’s de- ef 
design, engineering and production information — buying mand for more than 17,000 copies at $1—over and a 
data—photographs and illustrations of the leading above regular mail distribution. Total distribution of 3 
planes, engines and their design features—and six com- the 1942 Yearbook ran well over 50,000 copies. } 
Editorial Contents ‘ 
EXHIBIT OF U.S. AIRCRAFT—A complete pic 5 ENGINE SPECIFICATIONS ~— Detoiled specifi DIRECTORY OF AIRLINES — Locations and 
torial presentation of American civil, transport cations of U.S. aircraft engines giving model key personnel of all U.S. airlines. : 
ond military aircraft. Over 125 photographs with numbers, ratings, weights, dimensions and other al 
3-view silhouette illustrations plus dota on re important data 10 DIRECTORY OF AVIATION SCHOOLS ra 
leasable specifications, construction, performance Locations, key personnel and courses of . 
8 earenee. DIRECTORY OF ENGINE MANUFACTURERS = fered by Principal U.S. aeronautical schools, 
~—Plant locations, key personnel and factory 
AIRCRAFT SPECIFICATIONS — Detailed speci representatives of U.S. aircraft engine manufac- ] po = tarp eda pe mag ale yout . 
fications of U ond foreign aircratt. Model turers. we SSCaNens © s , y a 
CAA. certified repair stations 
numbers, power plants, performance, weights, di- 


AVIATION INDUSTRY FACTS—Significant 
facts and figures on aviation progress and 
status of the industry today 


Informative, up 


AVIATION — A McGraw-Hill Publication — 322 West 42nd St., New York, N.Y. 


CHECK Please reserve. . 

HERE 1943 Aviation Yearbook 
HECK 

a I'd like complete advertising 
CHECK 

HERE immediately upon publication. 


Nome 


Affiliation 


Address 


. pages for our advertisement in the February 


information on Aviation's Yearbook 


Please send me a copy of the February 1943 Aviation Yearbook 


Enclosed is $1 
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‘What's Place of 
College Football?’ 
New Survey Asks 


Widespread Study Is 


Backed by Association; 
Expect ‘Biased’ Replies’ 


| key-provider. 


Chicago, Dec. 10.—Just how 
much the American fan likes his 
football, the reasons he believes it 
should be continued and its place 
in wartime are the objectives of a 
survey now being conducted for a 
largely-anonymous group known as 
The Athletic Institute by Theodore 
R. Sills & Co. 

As anyone who reads the sports 
pages knows, the outlook for col- 
lege football is dimmed 


factors: (a) the armed forces are 


snagging young men faster than the | 


young men can _ possibly 
passes, a factor which may 
even the august Big Ten to allow 
freshmen to compete next year; (b) 
the transportation question 
settled — the long 


snag 


|ing pages 


by three} 


lead | 


isn’t 
intersectional 


| but conference schedules may con- 


tinue; (c) there seems to be a siz- 
able suspicion that a goodly block 
of people look unkindly on sport- 
which show young be- 
hemoths engaged in end sweeps 
while other boys are engaged in the 


|more deadly and equally wearing 


sport of making daylight 
across the Channel. 


Football Foots the Bill 


Secondly, as anyone ever con- 
nected with college finances knows, 
the gridiron game is the great tur- 
In some cases, bas- 
ketball may pay its own way, but 
outside of that, football and Satur- 
day’s millions take care of the 
freight for track, fencing, swim- 
|ming, lacrosse, tennis, badminton 
and chess. 
| This means that if football is 
‘ruled out, athletic programs, by the 
llaw of diminishing dough, are due 
|for a_ slashing. 
programs are advocated for col- 
leges, the objective being to get the 
students 
But the 


sweeps 


magnificent field 
on the clicking of the football turn- 
stiles. 

Sporting Goods Makers Present 


The Athletic Institute is 


| 


com- | have 


ADVERTISING AGE 


is Maj. John L. Griffith, commis- 
sioner of the Western Conference, 
the formal name for the Big Ten. 
Other members of the group are 
not identified, but several of them 
represent sporting goods makers. 

So far, this has been the method 
used by Sills in getting the reac- 
tion of the football fan to the prob- 
lems surrounding the sport: 

Questionnaires have been dis- 
tributed at games all over the 
country. Many thousands were 
given out at the Indiana-Purdue 
clash, Wisconsin vs. Minnesota, 
Ohio State vs. Iowa Seahawks, 
Northwestern vs. Notre Dame, Mis- 
souri vs. Kansas, Penn vs. Cornell, 
Michigan vs. Iowa, Southern Meth- 
odisit vs. Texas Christian, Texas vs. 
Texas A. & M., Southern Califor- 
nia vs. U.C.L.A., and others. 


Returns Pour In 


A Sills official said that returns | 


Tougher physical! were pouring into the office, and | 


expressed surprise that so many of | 
them were mailed in. The ques- 


in shape for the Army.|tionnaire provides that the ballot | 
houses, | may either be given to an usher or | 
the stadia, the gyms—all are built| mailed in. 


The ones in the mid- 
west area were to be addressed to 
Maj. Griffith, Intercollegiate 
ference, Hotel Sherman, Chicago. 
Sample questions: How long 
you been attending football 


hops will probably be out for sure,| posed of individuals, one of whom | games; how many do you see each 


hk ce ek 


GAUGED 
FOR 
PROFITS 


There is spendable income in the rich oil and gas 


producing area of East Texas, North Louisiana and 


South Arkansas . . . money that circulates, buys the 


products that you have to sell. That's why many alert 


advertisers have gauged this market for greater profits 


. . . are reaching the area's more than 300,000 radio 


families* with one of the most potent sales media of the 


south—50 kw KWKH. 


Include KWKH on your "A" 


schedule .. . for more sales in the world's richest oil and 


—_ 


j {RAANSAS 


| 


7 
; LOUISIAVAR 


JiXAs 


“CBS 


sets net daytime circulation 
ot 313,000 radio homes; 
net nighttime at 425,000 
Member 
South Central Quality Network 
Ask The Branham Company 
for details 


gas fields—a market gauged for greater profits for 
scores of KWKH advertisers. 


Con- | 


WOMANPOWER GETS EMPHASIS IN COPY 


Md le Lels / 


United 3 Air Lines 


The growing importance of women war 


workers was pointed up last week in 


these two advertisements, used in newspapers. 


year; how old are you; how do you| 
travel to games in this stadium; did | 
you attend college; would you be| 
willing to use public conveyances | 
or walk a reasonable distance. . .; 
do you believe: college football 
bolsters national morale; football 
'experience helps a fellow to be a 
better soldier; competitive sports 
|should be included in physical fit- 
/ness programs of prospective sol- 
|diers and men already in the armed 
forces; college football should con- 
|tinue for the duration? 


Returns Will Be “Biased” 


Although the questionnaire is 
“submitted to you in an effort to 
get an honest appraisal of the place 
of college football in wartime,” 
Sills men frankly say that returns 
will be “biased.” 

Any sportswriter who has 
watched people swelter in the sun 
at Tulane Stadium, huddle in the 
|rain at the Polo Grounds, or freeze 
|by the hundred thousands in Sol- 
dier Field, knows that “bias” is a 
mild word. 


| American 


New Booklet on Scrap 
Drive Released by ANPA 


The Bureau of Advertising 
Newspaper Publisher 
Association, has mailed a new 
folder, “‘The Nation’s No. 1 Succes 
Story,” to advertisers and agencies, 
relating the complete story of th: 
newspapers’ scrap metal drive. 
Total contribution of newspape 
space to the drive was 31,250 ful! 
pages, the folder says, an averags 
of almost a page a day for the three 
week drive in every daily in thx 
country. The brochure also pay 
tribute to the Omaha World-Heral 
as the originator of the campaign. 


Holds Box Competition 

Folding Paper Box Association o! 
America is sponsoring a competitior 
for the best conversion package 
produced by a member of the indus- 
try and put into commercial use 
during 1942, Entries may be made 
until Feb. 1, 1943, and sent to the 
association’s Chicago office. Award 
will be made at the annual meeting 
dinner at the Blackstone Hotel, Chi- 
cago, March 3. 


GET YOUR SHARE 


or AKRON’S 


RETAIL SALES 


for JANUARY, 1943 


gain forecast. 


list for 1943. 


Represented by: 
New York, 


16,150,000 | 


retail sales figure forecast by Sales Manage- 
ment’s High Spot Cities for the first month 
of the New Year. It’s a 21°, increase over 
the same month in 1942—the highest per- 
cent gain forecast among all Ohio cities - 


and 15.2%, more than the national average 


Akron deserves a place high on your advertising 
You get cemplete coverage of this 
free-spending market at one low cost by using the 


AKRON BEACON JOURNAL 


Story, Brooks & Finley 


Philadelphia, Chicago, 


that’s the Akron 


Cleveland, Los Angeles, Atlanta 
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Earnings of 
Advertisers 


H. C. Bohack Company 

Earnings for this grocery chain 
for the 39 weeks ended Oct. 31 were 
$448,133, against $235,158 for the 
like 39 weeks in 1941. 


Noblitt-Sparks 

Net profit for the quarter ended 
Sept. 30 was $221,812, compared 
with $326,598 during the same quar- 
ter last year. 


Twentieth Century-Fox 
For the 13 weeks ended Sept. 26, 


earnings totaled $5,065,109, against | 


ESQUIRE RINGS THE 


$687,886 during the comparable 
period last year. Profit for the 39 
weeks ended Sept. 26 amounted to 
$7,256,003, compared with $1,549,- 
164 for the like 39 weeks in 1941. 


Warner Bros. Pictures 

Net income for the year ended 
Aug. 31 was $8,554,512, against $5,- 
429,303 during the same period last 
year. 


Bulova Watch Company 

Earnings for the third quarter 
ended Sept. 30 were $438,965, com- 
pared with $583,277 for the third 
quarter in 1941. 


Greyhound Corporation 

Net profit for the nine months 
ended Sept. 30 amounted to $6,811,- 
585, against $5,418,640 for the like 
period last year. 


Alton Railroad 


For the ten months ended Oct. 31, 
net income was $2,633,449, com- 
pared with $180,324 during the same 
ten months last year. 


Eureka Vacuum Cleaner 

Profits for the quarter ended Oct. 
31 were $90,222, against net loss of 
$8,818 during the comparable quar- 
ter last year. 

Bloomingdale Bros. 

Net earnings for the six months 
ended July 31 amounted to $179,- 
064, compared with $57,046 for the 
like period in 1941. 


Maine Central Railroad 

For the ten months ended Oct. 31 
income was $1,248,158 against $1,- 
128,185 during the like ten months 
in 1941, 


Cessna Aircraft Company 

Net profit for the year ended Sept. 
30 was $738,202, against $1,796,594 
during the comparable period in 
1941, 


Pittsburgh Brewing 

Earnings for the year ended Oct. 
31 amounted to $795,086, compared 
with $842,486 during the like period 
last year. 


Electric Bond & Share 
Income for the quarter 
Sept. 30 was $1,315,469, 
With $2,135,067 during 
quarter in 1941. 


ended 
compared 
the like 
Profits for the 12 


Promotions 


Want something colorful, 
powerful and inexpensive for 
your Spring, 1943 dealer ad- 
vertising? Full color broad- 
sides, booklets or self-mailing 
pieces give you the most sales 
appea) at least cost. On re- 
quest we will send you 15 or 
more Newscolor paint pieces 
we have produced for national 
advertisers. 


ADVERTISING AGE 


months ended Sept. 30 totaled $6,- 
000,439, against $10,843,888 for the 
comparable period last year. 


U. S. Plywood Corp. 

Net profit for the six months 
ended Oct. 31 totaled $339,660, com- 
pared with $508,882 for the like six 
months last year. 


Nash-Kelvinator Corp. 

For the year ended Sept. 30, 
profits were $3,828,755, against $4,- 
617,052 during the comparable 
period in 1941. 


Resigns Pulley Account 


Gas Rations | lor 
Salesmen Will Be 
Increased Jan. 1 


Washington, D. C., Dec. 8. 
creased gasoline rations 
prospect this week 
closed number of 
men engaged in 
commodities. 

At the request of Rubber Director 
William M. Jeffers, the OPA has 
issued a ruling which will provide 
these salesmen with up to 65% of 


In- 
were in 
for an undis- 
traveling sales- 
selling essential 


who will be eligible for the boosted 
rations. 
Lists Essential Goods 

Essential goods listed by the gov- 
ernment agency include productive 
equipment for farms, factories, 
mines, oil wells, lumber camps, etc., 
and food, shelter, fuel, clothing and 
medical supplies. The OPA said 
spokesmen for traveling salesmen’s 
groups agreed that the rations 
would provide sufficient mileage for 
essential travel next year, although 
the salesmen have averaged 15,000 
miles of travel a year heretofore. 


- 


. . . ’ 
Opens ‘Fireside Melodies 
A new half-hour radio show, 
sponsored by 20 leading New Eng- 
land federal savings and loan asso- 
ciations, will be inaugurated Dec. 
20, from 4:30 to 5 p. m., over the 


New England Regional Network, 
including WBZ, Boston; WBZA, 


Springtield; WTIC, Hartford; WJAR, 
Providence; and WFEA, Manches- 
ter. The program will originate 
over WTAG, Worcester. Bresnick 
and Solomont, Boston, is the agency. 


Pyle Named Director 


Charles G. Pyle has been ap- 


SHOPPING NEWS 


4 vlr “Division CLEVELAND 


| Aitkin-Kynett Company, Phila- 
delphia, has resigned as advertising 


: ~ cc > 7: +: 
agency for American Pulley Com- less. The OPA said 


agency is selected. try’s 700,000 


their last year’s mileage, or a total 
of 8,600 miles a year, whichever is 
does 
pany, effective as soon as a new| know the actual total of the coun- 


commercial travelers 


Rationing boards will 
not 


until then, the OPA said. 


receive 
applications for the additional sup- 
plies after Jan. 1 and salesmen will 
have to get along on present rations 


pointed managing director of 
tional Electrical Wholesalers 
ciation with headquarters in New 
York. Mr. Pyle is general sales 
over WTAG, Worcester. Bresnick 
and Solomont, Boston, is the agency. 


Na- 


Asso- 


CHRISTMAS BELLS 


on the main streets of 


116 American cities 


Esquire’s usual Christmas tidal wave of mer- 
chandising aids went out into America’s 
Main Streets, again, this year . . . thousands 
of posters for windows and counters, adver- 
tising mats, Christmas stickers, and the like 
.. + by actual requests of retailers! But the 
peak of this merchandise-conscious pro- 
gram is Esquire’s special Christmas window 
display, sponsored by the great stores listed 
here in communities totaling over 30 mil- 
lion people. This hefty Holiday display 
occupies important space in each store right 
now ... space we never could begin to pay 
for if rental were the point in question. But 
the salient point (and there’s no question 
about it, we find!) is that these retailers 
actually paid us for this display! Paid for 
the privilege of harnessing Esquire’s pres- 
tige and sales influence to their own selling. 
How’s that for dealer influence, Mr. Adver- 
tiser? Every retailer on this page votes “Yes” 


on Esquire .. . and backs it up with action. 


THE FOLLOWING LEADING AMERICAN STORES ARE 
SHOWING THE ESQUIRE CHRISTMAS WINDOW DISPLAY: 


M. O’Nen Co., Akron, Ohio 

Joun G. Myers Co., Inc., Albany, N. Y. 

Hess Brotuers, Inc,, Allentown, Pa. 
im. F. Gases Co., Altoona, Pa. 

Ricn’s, Inc., Altanta, Ga. 

Matcotm Brock Co., Bakersfield, Cal. 


Hocuscuitp Koun & Co., Inc., 
Baltimore, Md. 


Darton Co., Inc., Baton Rouge, La. 

Jos. C. Grant Co., Battle Creek, Mich. 

Wurre House Dry Goons Co., Beatmont. Tex. 

Sisson Bros.-Wetpen Co., ine., 
Binghampton, N. Y. 

Kennepy’s, Inc., Boston, Mass. 

Meics & Co., Inc., Bridgeport, Conn, 


Freperick Lorser & Co., Inc., 
Brooklyn, N.Y. 


Tue Kremuans Co., Buffalo, N.Y. 
Srark Dry Goons Store, Canton, O. 
Tue Diamonp, Inc., Charleston, W. Va. 
J. B. Ivey & Co., Inc., Charlotte, N.C. 
Mixxer Bros. Co., Chattanooga, Tenn. 
Baskin Ciotruine Co., Chicago, Ill. 
Roituman & Sons, Cincinnati, Ohio 
Tue May Co., Cleveland, Ohio 

Tirene Goettincer Co., Dallas, Tex. 
Rues-Strrauss Co., Danville, lil. 

Ernst Kern Co., Detroit, Mich. 


Dututu Giass Biock Store Co., 
Duluth, Minn. 


Campen’s, Eau Claire, Wis. 

AckeMANN Bros., Elgin, Illinois 

Cuas. S. Drake Co., Elkhart, Ind. 
Poputar Dry Goons, El Paso, Tex. 
Isaac Baker & Son, Erie, Pa. 

Strouse & Bros., Inc., Evansville, Ind. 
Boston Store, Ft. Smith, Ark. 

Tue Granp Leaver, Fort Wayne, Ind. 
Monnic Dry Goons Co., Ft. Worth, Tex. 
Witson’s, Glendale, Cal. . 
Herpotsuemer Co., Grand Rapids, Mich. 
Arsert Streicer, Inc., Hartford, Conn. 


Fo.rey Bros. Day Goons Co., INc., 
Houston, Tex. 


Wa. H. Biock Co., Indianapolis, Ind. 
Emporium, Inc., Jackson, Miss. 

Levy's, Inc., Jacksonville, Fla. 

NeELson’s oF Jamestown, Jamestown, N. Y. 
Tue Cuicaco Store, Inc., Kankakee, Jil. 


Emery, Biro, THaver Day Goons Co., 
Kansas City, Mo. 


Scuriver Bros., Inc., Knoxville, Tenn. 
Peter Newsurc Croruine Co., 

La Crosse, Wis. 
Wart & Suanp, Inc., Lancaster, Pa. 
Macer’s, Inc., Lincoln, Neb. 
J. W. Knapp Company, Lansing, Mich. 
M. M. Coun Co., Little Rock, Ark. 
Tue May Co., Los Angeles, Cal. 
Ropves-Rapier Co., Louisville, Ky. 
Enterprise Stores, Lowell, Mass. 
Tue Hus, Madison, Wis. 


Leavitt Stores Corp. or N. H., 
Manchester, N..H. 


Boston Store, Milwaukee, Wis. 
L. S. Donatpson Co., Minneapolis, Minn. 


Batt Stores. Inc., Muncie, Ind. 
Wa. D. Harpy & Co., Muskegon, Mich. 
Kresce Derr. Store, Newark, N. J. 
P. J. Youne Dry Goops Co., 

New Brunswick, N. J. 
Tue Eow. Marrey Co., New Haven, Conn, 
Matson Biancue Co., New Orleans, La. 
Bensamin, Inc., New Rochelle, N. Y. 
FRANKLIN Simon, New York City, N.Y. 
Kaun Dept. Store, Oakland, Cal. 
Hatuisurntons, Oklahoma City, Okla. 


T:tomas Kivpatrick & Co., Inc., Omaha, Neb. 


Yowe i, Drew Co., Orlando, Fla. 

F. C. Nasu & Co., Pasadena, Cal. 
Biock & Kuut Co., Peoria, Il. 
Gimpex Bros., Inc., Philadelphia, Pa. 
Boces & Buut, Inc., Pittsburgh, Pa. 
Warte’s Inc., Pontiac, Mich. 


Porteous, Mircnect & Braun Co., ' 
Portland, Maine 


Lipman, Worre & Co., Inc., Portland, Oregon 
Luckey, Piatt & Co.,, INnc., 

Poughkeepsie, N.Y. 
Tue Outcet Co., Providence, R. 1. 
Haceacu, Scunoever Co., Quincy, Ill. 
Enrervnise Stones, Inc., Quincy, Mass, 
THALHEIMER Bros., Richmond, Va. 


Stocey Linpsay & Curr Co., 
Rochester, N. Y. 


Weinstock, Luein & Co., Sacramento, Cul, 


Sr. CLoup Men’s Store, Inc., 

St. Cloud, Minn, 
Srix, Baer & Fuccer Co., St. Louis, Mo, 
Scuuneman’s, Inc., St. Paul, Minn. 


Aumy, Bicetow & Wasusurn, INC., 
Salem, Mass. 


Joske Brotners Co., San Antonio, Tex.: 
Tue Hares Co., San Bernardino, Cal. 

Tue Emponium, San Francisco, Cal. 

H. C. Hensuey Co., Santa Monica, Cal. 
Cart Co., Ine., Schenectady, N.Y. 
Crecanp Simpson Co., Scranton, Pa. 
Ruopes Dept. Store, Seattle, Wash. 
Suenoycan Dry Goons Co., Sheboygan, Wis. 
M. Levy Co., Shreveport, La. 

Gitsert’s, South Bend, Ind. 

Eastern Outrirtine Co., Spokane, W ash. 
Joun Bressmer Co., Springfield, Ill. 
Forses & Warrace, INc., Springfield, Mass. 
Epw. Wren Srore, Springfield, Ohio 

Tue C. O. Mitver Co., Inc., Stamford, Conn. 
Stockton Dry Goons, Stackton, Cal. 

C. E. Cuappert & Sons, Inc., Syracuse, N.Y. 
Ruopes Bros., Tacoma, Wash. 

Root Day Goons Co., Terre Haute, Ind. 

B. R. Baker Co., Toledo, Ohio 
Nevius-Voornees, Trenton, N. J. 

Tue Vanvever Dry Goons Co., Tulsa, Okla. 
Parke Snow, Inc., Waltham, Mass. 

Hecut Co., Washington, D. C. 

L. S. Goop & Co., Wheeling, W. Va. 

Geo. Innes Co., Wichita, Kansas 

P. Wiest’s Sons, Inc., York, Pa. 


Strouss-Hinsueerc Co., Youngstown, Ohio a 
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Salvage Auto 
Upholstery in 
West Coast Test 


San Francisco, Dec. 10.—With 
shortages of some cloth already 
here and clothes rationing a possi- 
bility next year, San _ Francisco 
wili soon be the scene of the first 
experiment for what may turn into 
a new national salvage program— 


the salvage of upholstery from 
junked automobiles. 

There is enough fabric being 
wasted in junked automobiles to 
clothe a nation, according to the 
State Council of Defense. Each 


wrecked auto has an average of 12 
yards of salvageable material, it is 
estimated, and a big car sometimes 
has 20 yards. This upholstery is 
burned by busy junkmen who have 
only time to salvage rubber and 
scrap from the wrecked cars. 
California is credited with having 
the second largest number of auto 
“graveyards” in the nation, there 
being more than 860 in the state. 
The regional Office of Civilian 
Defense shortly will ask 15 women 
civilian defense workers of San 


Francisco to don overalls or slacks, 
and armed with screw drivers, 
hammers, pliers, and scissors, to go 
to work in a junkyard. The War 
Production Board has offered to 
make arrangements with one of the 


lauto “graveyards.” 


Velvet, corduroy, mohair, gabar- 
dine, broadcloth, cotton, velour, 
whipcord, serge, wool, muslin, cam- 
bric, burlap and leather are some 
of the materials that may be gar- 
nered from an old automobile. 


Sponsors Metropolitan 
Opera Broadcasts 


Newspaper advertisements in 
Canada have announced that Mc- 
Coll-Frontenac Oil Company, Mont- 
real, is again sponsoring Metropoli- 
tan opera broadcasts which reach | 
Canadian listeners on the CBC net- | 
work each Saturday afternoon. | 
Ronalds Advertising Agency, Mont- | 
real, handles the account. 


Campaigns for Nutrim 
Nutrim, new baby cereal manu- | 
factured by Nutrim Company, for- 
merly Vitagrane Foods, Toronto, has 
been introduced through copy 
placed in Toronto newspapers and 
medical journals, and via_ radio. 
Advertising will be extended to 
Montreal, and as distribution war- 
rants, to other cities. F. H. Hay- 
hurst & Co., Toronto, is the agency. 


the facts. 


“ 


Beulah Karney talks 


... and housewives listen ! 


Five days a week Beulah Karney airs her “Woman 
Today” program over Chicago’s powerful WENR. 
In a one minute announcement, opposite the 
Series, Miss Karney offered a booklet on rationing for a 
local participating sponsor. More than 2,000 requests 

were received, and they’re still coming in! 

For another sponsor she pulled 700% more inquiries 
than the client considered satisfactory. 

Every day she receives hundreds of letters asking 
questions about homemaking and food. Women listen 
when Beulah Karney speaks. 

If you have a message for women, investigate this 
exclusive WENR feature. The cost is low, the coverage 
is great. Call a Blue Spot Sales representative for all 


‘orld 


CHICAGO'S BASIC BLUE NETWORK STATION - 50,000 WATTS - 890 KC. 


OWNED AND OPERATED BY THE BLUE NETWORK COMPANY 
REPRESENTED NATIONALLY BY BLUE SPOT SALES 


; NEW YORK + CHICAGO + 


SAN FRANCISCO . 


HOLLYWOOD + DETROIT 


4 


| 
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The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


November 30. Spent some time this 
evening studying report No. 53 in the Con- 
tinuing Study of Newspaper Reading. In 
the paper checked there were twelve small 
reader-type medical ads, and each of these 
got a reader rating of only 1% of the men 
and 1% of the women. Yet it is probable 
that every one of these ads is a tested 
seller of merchandise, without the aid of 
any other selling force. One of them, 
which I happen to know about, has been 
running without change for more than 
three years, and has made a marked in- 
crease in the sales of its product. The 
deduction would seem to be that such ads 
get a reading only from that small group 
with the specific ailments featured; but 
that they sell so effectively among this 
group as to pay a profit. 

7 


December 1. An advertiser, not a client, 
asked today for the name of the man who 
had written a particular series of ads which 
he admired. It was impossible to tell him, 
because the series as a whole was a group 
product. While one man conceived the 
basic idea, three others wrote individual 
pieces in the series; a research assistant 
dug up material for them; an art director 
dramatized the presentation; and a type 
man styled it. In this process the whole 
group cross-fertilized one another, and the 
resulting product is undoubtedly better 
than any one of the group alone could 
have produced. 

December 2. Lunched today with a man 
whom I first knew, a good many years ago, 
as an agency copywriter. Now he is the 
head of a big and successful manufacturing 
company, marketing many advertised prod- 
ucts. Sometimes advertising men _ are 
accused of being incapable of understand- 
ing any other than the promotional side 
of business. But this man, without losing 
his very keen instinct for the public’s reac- 
tions, has become a broad gauged execu- 
tive, with a pronounced flair for the man- 
agement of men, materials and money. 


December 3. A friend from Washington 
dropped in, and we fell to discussing the 
senatorial ambitions of a politician whom 
we both knew. I suggested that he had 
the first requisite for a successful senator, 
namely, the complete lack of a sense of 
humor. My friend thought this a little 
rough on senators, but when I asked him 
to name three with a sense of humor he, 
who knows them all, proved unable to 
do so. 

* 


December 4. Busy all day with volun- 
tary advertising work for one of the gov- 
ernment agencies. Unfortunately, it has to 
pass through the hands of a former news- 
paper man, who is their public relations 
director. Our top government officials do 
not understand that most such men not 
only do not know anything about the tech- 
niques of advertising, but are often preju- 
diced against its use. This is the hardest 
hurdle advertising has to get over in 
making a contribution to the war effort. 

. 


December 5. A correspondent takes me 
to task for an awkward construction in a 
sentence recently published here. I am 
afraid he is correct. I learned to write by 
ear, and have never been too sure of the 
rules of syntax and grammar. Even when 
I do know them, I often violate them—if 
I think that color, force, or rhythm can be 
gained by doing so. The English define a 
gentleman as one who is never uncon- 
sciously insulting. I try to maintain the 
same point of view toward the textbooks 
on language; but, through ignorance and 
carelessness, do not always succeed. 

a 


December 6. Holed up in a hotel room 
all day, pounding away on my faithful 
Corona. Not my idea of the way to spend 
a bright Sunday, but it had to be done if 
several jobs were to make their deadlines. 
Now this final entry; and so to bed, as a 
famous diarist said. But with that cathartic 
feeling which comes from a clean job slate. 


Gives Pottery Line 
Benefit of West 
Coast Test Copy 


San Francisco, Dec. 9. — Doing 
regionally what manufacturers 
usually do nationally, D. E. Sanford 
Company, West Coast representa- 
tive for Southern Potteries, manu- 
facturer of hand painted, under- 
glazed dinnerware, used a _ color 
page in the December issue of Sun- 
set Magazine to boost both the 


|Southern Potteries line on the Pa- 


cific Coast 
|patterns of 


and the four advertised 
dinnerware for indi- 


| vidual dealers along the coast. 


The advertisement showed sample 
pieces in color of four open stock 
patterns of dinnerware. The designs 
are handpainted, then glazed over 
for enduring service. Readers are 


j}asked to see the many other beau- 


tiful patterns on display at their 
dealers. A price list is given prom- 
inence. 


In addition to the color page, 
Sanford also used two-thirds of the 
page opposite to list the West Coast 
dealers carrying the Southern Pot- 
teries line of dinnerware and stocks 
of the four advertised patterns. 
Each of Sunset’s three Pacific Coast 
editions—north, central, south—car- 
ried the dealer list of that section. 
Dealers were not charged for the 
listing of their names. 

Cc. C. Cinn, general manager of 
Sanford, said the advertisement was 
an experiment. He said it was 
hoped that the results would be of 
such a nature as to cause the manu- 
facturer to expand this West Coast 
promotion into a national campaign 
of its own. 

La Bess Eisen Advertising Serv- 
ice, San Francisco, is the agency. 


WTAG Avvoints Raymer 


Paul H. Raymer Company. New 
York, has been appointed exclusive 
national scales representative of Sta- 
tion WTAG, Worcester, Mass., 


effective Dec. 14. 


Tide Water Adds Larson 


Anne’ Larson, formerly’ with 
Simpson-Reilly, publishers’ repre- 
sentative, has joined the staff of 
Tide Water Associated Oil Com- 
pany, San Francisco, as assistant to 
Harold Deal, advertising manager. 


Strand a New Advertiser 

Strand Traders Ltd., Toronto, is 
a new advertiser in Canadian na- 
tional magazines, rotogravure_ in 
both English and French newspa- 
pers, and business papers. The copy 
features London Brand _ billfolds, 
wallets, key cases, men’s fitted cases, 
writing cases and photo frames. 
The campaign was placed through 
J. J. Gibbons, Toronto. 


Maggi Campaigns 


Maggi Company, New York, ha 


released a newspaper campaign 
the Midwest and New York for i 
bouillon cubes. 


‘ 


’ 


World-Telegram, tells how to kee; 


warm in chilly houses: 
hot Maggi bouillon. 


‘News’ Has Special Issue 
To commemorate the 
attack on Pearl Harbor, all the di 
play advertising in the Buffalo Ev: 
ning News Dec. 5 was devoted 
the sale of war bonds and stam; 


By drinkin 


Approximately 350 advertisers par 


ticipated. 


Copy, which broke 
last week in the New York Sun and 
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CARRY YOUR OWN 


‘McMillen Reelected 


as? 


\ 


v3 WOMEN 


who are helping win the war! 


Soe erlang te Rwy dts cree nlleng 


Dale W. McMillen, Sr., founder of 
Central Soya Company, Fort Wayne, | 
|Ind., has been reelected president 
of the company. D. W. McMillen 
| Jr. has been elected executive vice- 
| | president. 


Second Film Released 


| A second sound-slide-film in a 
|series for training truck - trailer 
drivers has been produced by Frue- 
hauf Trailer Company, Detroit. This 
| film, entitled “The Skill Behind the 
| Man,” deals in detail with the finer 
|points of truck-trailer driving and 
|covers emergency conditions of all 
|types. It is a sequel to an earlier 
|picture, “The Man Behind the 
|| Wheel,” which was intended par- 
| ticularly for beginning drivers. 


Bob Hope First 
in Newest Hooper 
Radio Ratings 


New York, Dec. 3.—Discontinuing | 
the release of percentage ratings on 


top-ranking programs, C. E. Hooper, 
Inc., radio measurement organiza- 
tion, today announced that Bob 
Hope held first position in the Nov. 
30 evening ratings, with Fibber Mc- 
Gee and Molly second and Charlie 
McCarthy third. 

The Aldrich Family was in fourth 
place, with others, in order, as fol- 
lows: 

Jack Benny; 
Radio Theater; 


Walter Winchell; 
Frank Morgan- 


Fanny Brice; Bing Crosby; Mr. Dis- 
Eddie Cantor; Kay 


| trict Attorney; 


| Kyser; Rudy Vallee; Abbott and | 


Costello: and Take It or Leave It. 


| 
‘Moon Expands Services 


Byron G. Moon Company, New 
York, has organized a bureau of 
educational services with Mary B. 
True as director. This department 
will provide an over-all service, 
with separate divisions for handling 
consumer education for specific in- 
dustries. The interests of textile 
and related manufacturers will con- 
tinue to be served through the tex- 
tile education bureau, with Gladys 
Winegar directing, and food and 
home equipment industry services 
will function for those fields with 
Frances C. Foote in charge. 


New Co-op Begins 
Bottling Olive Oil 


Cooperative Olive Products Asso- 
ciation, an organization brought into 
existence by wartime demands, has 
started bottling olive oil under its 
trade name, “Cal-Crest,” at the 
organization’s new plant in Fresno, 
Cal. 

Brisacher, Davis and Staff, San 
Francisco, has been appointed to 
handle advertising. 


Includes ‘Better Homes’ 

The new campaign of the Curtiss 
Candy Company, reported in ADVER- 
TISING AGE, Nov. 30, also includes a 
color page in the March issue of 
Better Homes & Gardens. The 
magazine was inadvertently omitted 
from the list. 


Thee © generous Mee 


he share the apaee ow the Vaemel> var 


Jean 


lBrodies 


The dotiverees om toon’ och tee ates with help the stares deliver 


The Government has ordered af stores to cul Gown oe Gebverws te 
protect TOU Cooperate ety them obey tes reer 
OFFICE OF DEFENSE TRANSPORTATION 
THE SHOPPING NEWS 


This advertisement is the first of a series 
to be published by the Office of Defense 
Transportation in space contributed by 
controlled circulation and shopping 
newspapers with a combined weekly cir- 
culation of more than 12,000,000. The 
campaign has been prepared by the 
ODT campaigns section and placed by 
Sam Anson, of the Cleveland Shopping 
News, special OWI consultant. 


Industrial Papers 
Continue Upward 
Linage Trend 


Chicago, Dec. 10.—Business papers | 
continued their upward march in | 
advertising linage in November, 
scoring a 10.3% gain over the same 
month in 1941, a compilation by | 
Industrial Marketing shows. | 

Based on figures from 116 pub-| 
lications reporting in the tabulation, | 
business papers have carried 7.64% | 
more billing during the 11 months 
of 1942 than they did during the} 
similar period in 1941. 


Industrial Papers Lead 


Industrial papers led the list, with | 
87 publications showing a 13.7% 
advance in November issues, which | 
boosted their 1l-month gain to an| 
11.9% figure. 

Trade or dealer papers continued | 
to be comparatively weak, Novem- 
ber issues running 1.8% less than | 
November, 1941, with the 11-month | 
figure showing a loss of 13.2%. 

The class group had a _ better 
month in November, scoring a 5.3% | 
gain, but the year to date shows a 
4.8% decrease. 


Irs just as though Jean Brodie paid a little visit 


to a Canadian kitchen. and baked a cake or made a 


‘batch of jelly. while the housewife looked on. Only Jean 
Brodie visits 600,000 kitchens. Her articles in The Star Weekly 


are so intimate and helpful, it’s just as though she talked to her readers 


in person, 
That’s one reason why Star Weekly circulation has grown by more than 


100,000 in each of the past two years. In its roto, magazine, news and 


F | iq y F LA N comic sections there are so many interesting features that folks are eager 
to read. 


Broadcasts 
A NEW SERIES OF WORLD-WIDE 
RADIO CONCERTS 


SATURDAYS 5 :o 6 RM. EW.T. 


© -ER THE COLUMBIA BROADCASTING SYSTEM 
AND SHORT-WAVE AROUND THE WORLD 


| You as an advertiser can profit by this unique cireulation success. 
this intense reader interest. Your advertisement in the columns 
of The Star Weekly will go out to upwards of two and a 
The Star Weekly has the 


It has 


She 


quarter million Canadians. 
lowest milline rate of any Canadian publication. 


more reader-families than the next two largest Canadian 


publications combined. PUBLISHED AT 80 KING STREET WEST, TORONTO, CANADA 


TT se 
UNITED STATES REPRESENTATIVES: WARD-GRIFFITH COMPANY, INC. 


prFTROUT ATLANTA BOSTON LOS ANGELES 
General Motors Blde. 22 Marietta St. Statler Office Bide. 1031 Seuth Broadway 


S ONSORED BY RADIO STATION W-G-A-R CLEVELAND 


SAN FRANCISCO 


CHICAGO 681 Market St. 


Wrigley Bidg. 


NEW YORK 
247 Park Ave. 


| 


e's CS eo Oe 1 ie Bes ol tte 3 aes Y aa © ne tae: ee : a Mae Se PI j ea A ee wy Rey os ee 
aoe ee FS AOE fe x ‘id ee fy i aera : é Le I 4 : . . me, 2 ah, , ‘ ets x3 Sc ghed A = as, 2 we - oe : 4 i aut Mgeiokes. 2 . = ee ee 4 ws 
Sr ee || : 
er reer A A A ER A Pa = rr Rm 
sseieiihasiissrumancetinniionessrtic el 
ae 
“; Bic 
f ‘y Ths © satetingre: Mrs 4 : cau 
“ts Cte eoder tend every exter dap 7 
¥ Net eee cert the Swe r mmm oe feted g Che 
"4 f —— 4 
: ics we 
as se ry This i determined Men 7 : 
\ We carmen tee dare far Voters ie ae : 
wy a Fes ches do eames wets tan bags iia: " 
7 i | | , Sh 
roe | yo. 
~~. - : EE ae 
ss i" 2 Ss pie: 
4 e =. c ven Ftp a 
a * een 
—— = 
EE (me % 
Sanaa meeteerent ina “a 
Pri ag “aan Pt 1 et pon capt ey 4 | : 
|| coe | | 
| Sicesee | So —~ | | ™ 
| — ‘ieee 
SSESSSE ['SSe- \ \\ 7 
—— ee ~~ 
\ ‘ek ae 
ar Jo: ae 
9 ee 
_ Q oa 
| J : a pepe 
} — : aE a RR 2 al 
> ae ST tree Se big 
. : 7 i MO, ae 
| — _eoayirs ENG Seeks : 
| a i Fu aes wee 
oS x . pte! iS 
2 ~ay : \ Sees = SS | ; 
. = > Oy eee = or ; = 2 ‘Sie: ka i: ae ee 
| S & “MISS “eee ro, WEES ee ae 
| ea eS Pine is i fla ce ; ee ~S ‘ on: eo 
} ._ ee _— .s ah Pi ate oe *, =Fh i 4 
—_—_—_s ~ ee ae REN S Sor : “py 5 | gees 
a Ra x —— "2 cee . a ~~ ee Pt _ i ” 
a cine oe SE LN A im “Ress : te * 
7 ee mo r ; Ses oom 
= a, a> & - n# Ek + ae Pe 
| ~ ley ee ee eo. = he 
a Ning * of SS: yO whe. ee eta: ss irr wm 
esse Te, sk aes Mopar Bie _—. 
Ms r Nene aio nit age a a 
f : sens = Yee i SRR Soares * , Ngee 
‘ te Magee Sip ete ee ie 
| 9 omg Se: a ee eee ae 
| -_= =, ea \otnes* S ree Seer SS ¥ ; 
49 BEg a oe Sree RA ee "ahaa 
0 / Gee ee - 
re Sah Se ae 2h seks te 
ae a Se =. 2 a > She Sa re 
~ . =< ‘> #27 Wa PERN Te Eb Ste ane -T, “ae ‘ Ee ——. 
ie) ' Lo onan 7s + ne a = Saga sone wee < gee 
& sg eisai BS ne we see ae 
= 5 a =A! Sey i Si 3 Rete. eR: al sire oe 8 LE) 
. a ‘ ‘, payer ks - “ ~ J . ~ 2 ¥ ae 
wv 9°° aati AF : : i ene Te Bal, . oe Hes: a 
se, a aa ages “3% > er ee Se ne a 
9 - : - eae Fr] Crs Sate AN IP ed d 
ch 40°: ty = a ee ‘eg oe Sy ae Phy Gert g Foden aie 
‘ 3 a = Fae! > Sil et nor »r ile ses be 
o> Sm Vet Ss sae Be RT il ith 
— ee > ae _ ee Se: . ae cain 
ri = ° ang Ea tent 6: -.. $ gos ~ rhe as ; meh : iri bo 
: Oo <"§ SS a a 25 hae Ses > fi ; Ei A Aer ie 
nd «Ss Se 8 “— a EPs 4 = A te -" @ ere gee : — hey " x Be see ih : = 
e} — oom 4, 2 = ai ’ =P aie ao ‘> CN ga 352 woe Pat ” Ea) 
} SS eer? ct > Boe $e a3 or in OTE Ne OE ee. 4 : “s 
bik a a° ’ “She <3 —- me Sey " sae wre SIP et ere : ~ : _ 
es | re <n eee ree 4 . | 
pratt ok pas Fe a eee meme 5 oy: © RE See oe ie 
a / PT ew . later ; . <0 ee ba SLi - ; ie 
oe ¥ Kh awe SF's = Se ’ ; Ra: “ x ‘ mothe at tet pr 
4 i a’ a ~~ ~ = - *. p- > ~2 “<3 Chess 
oe a Sa oe ton oe tee — . aeons. PS t > | lll ee "Sree; + 4, Se ae ~ 
ce, waren L223 » " ‘t—, ~~ ge: 
a ~ pete = Ba, we ah: e ah eS are er "ae 2a 
me : ae ee See 
7 saat: - we = oe . * : or os oF ang NTF ob r ore £ 
. = Se ll PES Tai tees 
1ee ey od 5 ee See me OS . = ne oe . mone +3 oe Teeoe geet 
é) es ; ’ ™ atin rs ee on: are a. + ana tare z . " re i PS. -.* vo ces teaitig 
ps j ro ing =. 2 ay ees. a © mts el Ta em sie ae \ ate, Pe eee 
are : ie ee ee ae yi. + = at ene aT STP & ae 
_ ia Ae a eo Seis weet FS Perens - ee 
. : a ER dee: Ratt ass Se ~ 
— : i = ne — “ — : ~< create: SUSAR at 
: __* a peas nie eS SENT. acheter 
* \ - wet Oy cea 2" 
+ - ’ . 
. ‘ sf i Bs seo 
; a ts / ) J _ a ee. a ee 
SS 4 a , - lan x es oe z eee ae 
ai j J se rs: ~ — 
- , * ele , ae uy 
ee -_— - eae tae 
ee 6 ps ‘ _ | 
ESSSES ON] 
be SOIC 
2 * * 
“fe > ROS SCS 
> s0* OcSs 
/ a 
ones ae 
STR, WING 5 gill 
wl ; 
a 
# a ae 
ee ae Le eT ON | EE rt Le” faa Bie is Gai SRE Cy Po RE 
ae Nh Pgs o's “a : ae et : RAK dete igs ee a” Soe 7 a eae : i hast soa e aly hg aati Pea os ogee eet, Sue ia, | a er * 
Be Bis ba ROR Rag cee oo ae ape capes ame ee ey, ee eS pat ae ee egtity? eat ti tpg ot acer 
: bs. ee 5 9 “a SE ey ek, *~_ # : me i oe ee ; ae gS et 5 NOY, eae ee ice aks ps, eo a Vege ied 2 ary er - 
ie a ; ee ee 3" Sin aes ee ee Ealing Mere ee ie i, Sis ~ 4 We end ane oo » oe tart Sa ao oe Peg SP og Be Cae be P: 
ES “art eK Ct 5 a be fs row. ew oe eae ‘ea ye a ae i a , Re. ve Nk ge ee ee a Soke Re aa Fie Be EYP : af 


32 


ADVERTISING AGE 


December 14, 1942 


dustry and the private enterprise 
system of any concern in the 
United States.” 

Tells “Half Truths” 


Roger D. Lapham, chairman of 
|the board of American-Hawaiian 
|Steamship Company, a_ public 
member of the board, also assailed 
the mail order company, accusing it 


Ward Insists on 
‘Under Duress’ 
Clause in Pact = 


Uses Same Newspapers Wayne L. Morse, named to rep- 


to Air View; Receives _ resent the public of WLB, who had 
ene _e | previously aired his view of Mont- 
Some Industry Criticism gomery Ward’s recalcitrance, again 
spoke up, accusing the company of 
Chicago, Dec. 9.—The Montgom- “welching” on an agreement with 
ery Ward & Co. case—which may | President Roosevelt. 
go down in history as one of the| The board however, had made a 
most significant in government-|face-saving decision by agreeing, 
business-labor relationship—|as a compromise measure, to per- 
reached a standstill today following} mit the contract to state that it had 
the company’s defiance of a War! been signed “under protest.” 
Labor Board order, and refusal to The company again took its case 


sign a contract providing for main-| to the public, using the same wide 
tenance of union membership un- | 


‘ |range of newspapers used in its 
less it was allowed to include the! grst answer to WLB (ADVERTISING 
phrase “under duress.” AcE, Nov. 23). 

A contract signed under duress is 
not binding and, accordingly, the | Controversial Section 
War Labor Board today emitted) The portion of the document 
scathing criticism of Montgomery | (Ward insists it is not a contract, 
Ward. Said Harry L. Derby, presi-| since contract implies agreement 
dent of American Cynamid and | between parties) which has aroused 
Chemical Company, one of the four! the controversy is this: 
industry members who heard the “The following provisions are not 
case: “Montgomery Ward has voluntarily agreed to by the com- 
done the greatest disservice to in- pany. In the company’s opinion 


A l ; ee 
they are illegal and unsound. These|escence to WLB. It pointed out 


provisions are copied verbatim|that the President has listed free- 
from the War Labor Board’s order | dom of speech and expression as 
of Nov. 5, 1942, and are incorpor- | the first of the now-famous four 
ated herein, on the company’s part, | freedoms, and that “Ward’s will be| 
under duress and only because the|be happy to accept any improve-| 
President of the United States as| ment in the wording of this state- 
commander-in-chief in time of war|ment, but Ward’s will resist any 


/has expressly ordered that they be|attempt to hide the truth by a 


included.” |change in its statements.” 
The company punched hard at | Must Tell Truth 
certain other parts of the arrange-| 
ment, pointing out that recourse to | Particularly entitled to the truth, 
the courts was denied Ward be-|the company says, are 100,000 em- | 
cause of the WLB’s complete lack | Ployes, 60,000 stockholders and 
of legal authority to compel obedi- | ™any millions of customers. Fi- 
ence of its order. The courts hold "ally, “Ward’s has cheerfully met 
that where a demand is made, but) With the union and _ this _ board 
‘hose demands do not have to be| Whenever requested. Ward’s has 
obeyed, no rights have been vio-| Promptly obeyed the direction of 
lated. the President. Ward’s insists that 
its rights to tell the truth not be 
destroyed.” 
Showi that alth h Ward had The advertisement, like the first, 
owin at althou ard ha ie : ane 
agreed rg by the President’s pee canes by Sewes — an 
‘ a 2 argh} ent of the company. elegrams 
order, the company still felt that 4t| carried copy and mechanical in- 
hadn’t received fair treatment, the} .tryuctions to the same list of more 
advertisement reported: “The Presi- | than 850 newspapers. 
dent of the United States as well as| Observers, however, noted two 
the Board is wholly without Con- | unusual things about the contro- 
stitutional authority to order any | versy. First, that the usual solution 
employer to do the things de-| of WLB disputes, i.e., a company 
— 7 } ag -> Sasietieion handling government orders is 
== S duress insistence | taken over by the service it sup- 
by ¥ S the truth praadng cca |plies until mr pelo o—- 
must te , é > Cl | lJation—is achieved, cannot well be 
cumstances surrounding its acqui- | yseq in the Ward case because the 


Snaps at F. D. R. 


“How can — 
he vote ‘dustries do not feel 
intelligently?” 


mail order company does not have 
Army or Navy orders. Second, in | 
the calm reckoning of many, the | 
company’s position is not as secure 
as it might be had it not previously 
promised to abide by the Presi- 
dent’s decision. 


No-Strike Pact Unbinding 


Finally, the company’s notation 
that the no-strike agreement which | 
the union had entered into had no} 
bearing on the case because Ward | 
was not among the manufacturers 
attended the conference in| 
December, 1941, may prompt some | 
people to wonder why Ward was| 
not there, and how many other in- | 
themselves | 
bound by an agreement generally 
conceived to be universal. 

Even Ward officials, however, | 
were wondering today what pres-| 
sure would be_ invoked. Chief 
worry is that the government may 
strike at a vulnerable spot, the 
/company’s mail order privilege. 


Study Checks Use 
of Direct Mail 


HE basic principle of democracy is majority 

rule. Each and every citizen has the right to 
register his opinion with his vote, and then the 
will of the majority becomes law. Education and 
wealth are not requisite to vote. The laborer’s 
opinion in government counts for just as much as 
the college professor's or the corporation presi- 
dent's judgment. 


@ Democracy is not a new political conception. 
As far back as ancient Athens, there have been 
democracies, yet most of them have been failures. 
After World War I, the Versailles Treaty set up 
democracies throughout Europe and with our own 
eyes we have seen them topple like nine-pins. We 
have just seen what a miserable failure democracy 


by Advertisers | 


New York, Dec. 10.—A recently 
conducted survey by the Printing 


jand Advertising Clinics sponsored | 
| by General Printing Ink Corpora- | 


| 


facturers of diversified 


products, | 


revealed that 80% of the companies | 


questioned are currently advertis- 
ing through direct mail, 78% are 


|}using trade journals, 45% employ 


| general 


magazines, 43% utilize 
newspapers, 38% publish house 


organs, 19% operate over the air, 


| 


ernment? 


came to be in France. 


@ Why then has our American system been so 
successful—the highest attainment in human gov- 
Because the American citizen votes 
intelligently. He does so 
informed on vital issues. That is the function of 
the American newspaper- 


intelligently by 


and 53% use various other media. 

A further breakdown disclosed | 
most of these producers plan their | 
advertising mainly during the | 
months of January, July and Sep- 
tember. About 35%, however, de- | 


because he is well 


to keep every citizen, no — their advertising steadily 
matter what his social status, capable of voting | throughout the year. The survey | 
keeping him well-informed. | also showed that the majority of 


the companies enjoys heaviest sales 
during March, May, September and | 
November. 


@ The newspaper has come to be much more than the purveyor of news. It is the 


most effective instrument for community betterment, leader of every worthwhile 
charity drives, city beautiful efforts, church activities. It is the greatest 
force for good that the average person knows. But today, in this world struggle of 
ideologies, let us never forget that fundamentally the newspaper remains as the very 
keystone of American democracy, precisely the reason it is successful. | Davenport, _Ia., 


movement 


@ No newspaper has more sincerely and ably 


respect and confidence of its readers. 


The Press - Scimitar and The Commercial Appeal are the two great 
Scripps - Howard Newspapers serving Memphis. 
National Advertising Department of Scripps - Howard Newspapers, 
New York, Chicago, Detroit, Philadelphia, Memphis and San Francisco 


Company, San Francisco and Oak- | 
cae land. Sidney Garfinkel, San Fran- 


fulfilled the newspaper's role in 
democracy than The Memphis Press-Scimitar. By this course it has won the deepest 
It is this confidence, this profound respect 
which make it so intensely productive for advertising. Today it offers the largest 
circulation in its history—-complete evening coverage of Memphis. 


Pflaum Adds Ford | 


| M. A. Ford Mfg. Company, 
manufacturer of | 
rotary files, has placed its advertis- 
ing account with Stanley Pflaum 
| Associates, Chicago. Bleed pages in 
'business papers covering the ma-| 
chine shop and industrial fields will 
be used in 1943. 


Sponsors Dance Hour | 

“Sweetheart Swingtime,” new 
hour of dance music heard nightly | 
Mondays through Saturdays on Sta- 
tion KPO, San Francisco, is now 
sponsored on Tuesdays, Thursdays 
and Saturdays by Kay Jewelry | 


Represented by 


cisco, placed the business. 


‘Hell-Box’ Campaign 
to Be Expanded 


The “Hell-Box” campaign, whick 
was fostered by the industrial salv- 


|age section of WPB in Chicago, and 


was designed to salvage scrap meta]! 
from graphic arts establishments, 
will soon spread across the country, 
according to S. F. Beatty, secre- 
tary and general manager of the 
Graphic Arts Association of IIli- 
nois. 

The principal advertising piece 
issued in the Illinois ‘“Hell-Box’ 
campaign was a 22 x 34-inch two- 
color poster illustrated with a fort 
ress bomber’ representing = th 
graphic arts, from which the “Hel! 
Box—bomb” filled with scrap meta 
is about to fall upon the heads 
Hitler and Hirohito, who are “on th: 
Run to Ruin.” The poster wi: 
mailed in WPB envelopes to 4,80: 
establishments in Illinois, and it j 
estimated that 10,000,000 pounds o! 
scrap will be reported as having 
been salvaged. 


Meldrum to Ad Council 


Douglas Meldrum, formerly gen- 
eral sales manager of the Package & 
Container Corporation, New York 
has been named project director b 
the Advertising Council, New York. 
Mr. Meldrum’s previous experienc: 
included 20 years with N. W. Ayer & 


|\Son as director of that agency 


European operations and as vice- 
president in the Chicago office. 


REPORTS LIKE THESE 
HELPED M.0.T. 
TO ITS 19 €.A.B. 


Jeffers _ 


es ARE a few reasons why the 
March of Time has quadrupled its 
tion in collaboration with 116 manu-| listening audience since June—why it 


Was scoring way up at 19 on the last 
Crossley rating. If you missed hearing 
Jeffers, Truman, Holcomb, there are 
more newsmakers to come—people, 
known and unknown, all playing lead 
roles in the most stupendous drama of 
our times. 


You'll hear dramatized events, too- 
short, gripping acts that seem to put 
you right “on scene” with history in 
the making. (Sometimes it’s news that 
somehow was underpublicized—such: as 
a recent sketch when the March of 
Time re-enacted the little-known story 
of how the Nazi Commissioners were 
wiped out in Morocco.) 

TIME invites you to tune in any 
Thursday night—on a program called 
by its audience “enormously entertain: 
ing,” “a great public service,” “the high 
spot of the radio week”... 


The March of Time 


Sponsored by the editors of 


TIME 


beamed to 23,000,000 radios of 


THE NBC NETWORK 
THURS. 10:30 P.M., EWT 


Rebroadcast by short wave each week ‘0 
Evrope, Asia, Australia, and Latin Amer ¢. 
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Now CAR OWNERS CAN BUY 


THE NEW 


Firestone 
WAR TIRE 


1N. NEWSPAPERS . | pene, has been commissioned aa lieutenant (jg) in the Navy. received a commission as ensign in 
Admen in the |lieutenant in the naval reserve. William J. Mauter, formerly a the Navy air forces. He reports 
He will be stationed in Chicago. copywriter for Joseph Katz Com-, Dec. 15 to Miami, Fla., for training. 
Armed Forces | 2nd Lt. Roger M. Holt, formerly pany, Baltimore, has been commis- | —e 
‘with Hutchinson Advertising sioned an ensign in the naval re-| Moffats Offers Booklet 
Agency, Minneapolis (now Mc- serve. Advertising for Moffats Ltd., 
Eugene N. Axtell, formerly as- | Cann-Erickson, Minneapolis), has John R. Overall, sales represent- | Weston, Ont., offers a booklet, “In- 
|sistant to Freeman Keyes, presi- been promoted to first lieutenant. ative in New York for Mutual dustrial Feeding,’ which illustrates 
dent of Russel M. Seeds Company, He is stationed at Camp White, Broadcasting System, has received cafeteria equipment in use in in- 
|was commissioned a second lieu- Ore. a lieutenant’s commission in the! @ustrial and commercial plants 
tenant Dec. 3 at Ft. Benning, Ga. Lt. Darwin Tucker, formerly in Navy. from coast to coast in Canada. The 
J. T. Miller, director of research | the merchandising division of Suc- Joseph E. Martin has been granted #4Vertising, which will os 
otha . : 2 ; Canadian financial and_ business 
for Meredith Publishing Company, | cessful Farming, Des Moines, is now|a leave of absence as managing papers, is directed by E. W. Rey- 
Des Moines, has been commis-| stationed with the Army in North) editor of Syndicate Store Me rchan- | nolds he Co.. Torento. 
joven a we gggrene cal the naval re-| Africa. |diser, New York, to accept a com-| suemeneessanes 
serve an assign to Quonset, Robert E. Harvey Jr., formerly | mission as lieutenant in the naval | 
| Point, R. I., where he will report! with Ross Federal Research Cor- reserve. Gets Textile Account 
“. 22. poration and more recently an Wayne Varnum, assistant public-| has been named to direct advertis- 
E. T. Meredith Jr., vice-presi-| economist with the War Produc-| ity director of Columbia Recording jing for Laros Textiles Company, 
dent of Meredith Publishing Com- tion Board, has been commissioned Corporation, Bridgeport, Conn., has Bethlehem, Pa., maker of lingerie. 


Lewis & Gilman, Philadelphia, 


At oll Firestone DEALERS and Firestone STORES 


Eighteen hundred daily and weekly news- 
papers carried this announcement copy 
for Firestone last week. Follow-up ad- 
vertising is planned and other media 
probably will be added later. Sweeney 
& James Co., Cleveland, is the agency. 


| ‘Bulletin’ Looks 
Back-Sees Large 
Circulation Rise 


Philadelphia, Dec. 10.—When the 
Philadelphia Evening Bulletin’s net 
paid circulation was audited for the 
six months ending Sept. 30, the 
Bulletin paused a second and re- 
viewed a startling history. 
From a trifling circulation of 6,317 
in 1895, when the present manage- 
* ment took over, the Bulletin has 
swept to a circulation of 623,157 


marking it as the largest evening 
newspaper in the United States, and 
the most widely-read 3-cent paper More than a million tons of freight moved a mile 
y/ in the country. 
While the Bulletin was a com 


| every minute... 4 million soldiers carried an 
paratively puny child in 1895, facing 


the competition of 12 other daily average of 1500 miles the past year... this on top of tf Hy 
—_ ‘ . ° 
@ newspapers in the Quaker City, 
\ aa . 
) 1906 found the newspaper lesdine their regular job is the remarkable accomplishment 
the Philadelphia pack in circulation, ‘ 
e and the Bulletin has maintained of America’s Railway Systems. 
© that lead for the past 38 years. And Surprising? Notatall!! For many years American 
in the process, two-thirds of the 
newspapers trying to match the Industry has been shattering traditions by develop- 
pace gave up the ghost and retired i , - 
from the Philadelphia scene. ing ways of doing a better job faster and at less 
The Bulletin, besides its lead in ° . 
circulation, also claims the distinc- cost. Thus, in 1935, Consolidated produced coated 
the tion of standing in first place among — ° : 
on as tes Sunes Gale aamennbars printing paper so speedily and economically that 
v it in the amount of general advertis- its price could be reduced sensationally. 
oF ing carried, according to Media 


Records’ tabulation for the first 10 
months of 1942. 


| CONSOLIDATED (22Z2/ papeRs 


ne Station KWBW. Hutchinson, 


; ‘ of 
: 4 \ ° ' 
Kan., has appointed Radio Adver- 
ising Corporation, New York and - A 
sles Chicago, as its national advertising 


representative. KWBW joined NBC 
on Nov. 22 


ae 


yin Enamel coated paper had formerly been so high-priced * A list of important advertisers who have standardized 
that it was inevitable Consolidated Coated would startle on Consolidated Coated for their broadsides, cata- ' 
nae e the printing, publishing and advertising world. The —Jogs, booklets and house organs reads like the 
— 95 1% ween fe first reaction — one of amazement. Coated paper “advertising 400 of America.” Printers have found 
were . at uncoated prices had long been only a hope . ‘ 


Consolidated Coated meets their customers’ demands 


RADIO OWNERSHIP IN . , then the seemingly impossible was accomplished. 


: for quality with economy. 
| mw! AMERICA’S No. 1 MARKET , TODAY many of our finest magazines . . . with 


- tremendous circulation and great merchandising 


FAMOUS BRANDs 
PRODUCTION Gloss 


MODERN _GLOss 
wane iow 


Exceptionally high radio ownership + 
high combined with the nation’s highest 
er capita spendable income make 


VTIC a sure bet for RESULTS 


appeal built by beautiful appearance pi If you have never used Consolidated Coated, we 
striking illustrations . . . are printed on : ; 
& P urge you to try it. Stocked and sold by leading 


*Radio Daily April 10, 1942 Consolidated Coated: so are scores of trade 


. ; , ; > he country, one of 
and technical journals in which the details paper merchants throughout the c y 


of complicated technical objects must be the four famous brands is almost certain to solve 


faithfully reproduced. your particular paper problem. 


a. ‘ 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES SALES OFFICES 
WISCONSIN RAPIDS, WiSCONSIN 135 SO. LA SALLE ST., CHICAGO 


four Modern Mills . . . All in Wisconsin 


a4 ROUTE TO AMERICA’S No. 1 MARKET 
» Travelers Broadcasting Service 
- sa 


Member of NBC and New England 
Regional Network 
Represented by: WEED & COMPANY 


New York, Boston, Chicago, Detroit, Son ‘ 
Francisco and Hollywood . 7" oe a The Le | Ee ee eee Re ee Se en er, 
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December 14, 1942 


Carstairs Tells 
About Shortages 
in New Campaign 


New York, Dec. 10.—Now it’s the! 


distillers who are sadly counselling 
the public not to be too seriously 
annoyed if there are temporary dif- 
ficulties in obtaining their favorite 
brands. 


In a new newspaper campaign 
just launched through Lennen &)} 
Mitchell, Carstairs Bros. Distilling 


Company has turned to light, hu- 
morous copy to point out that the 
company’s White Seal is now being 
sold out of inventory, and 
while occasional scarcities may exist 
in some outlets, there is no real 
cause for alarm. 

One of the advertisements ties up 
with the Carstair’s seal trademark 
by wondering if ‘““Maybe I've Got 
Too Much ‘Seal’s’ Appeal,” and 
others, using similiar provocative 


Slap a Jap and Gun a 
Hun—Buy War Bonds 
and Stamps. 


SIGNS OF LONG LIFE 


SIGN CO. LIMA. OHIO 


that | 5 
junit in London, England. 


headlines, tell the story of unpre- 
cedented demand, coupled with 
100% conversion to the production 
of war materials, and transporta- 
tion difficulties. 

The temporary nature of the 
scarcities is pointed up in each ad- 
vertisement, all of which emphasize 
the fact that Carstairs has a sub- 
stantial reserve of fine blending 
stocks. 


CBC Appoints Walker 


H. G. Walker, station manager of | 


CBL, Toronto, has been appointed 
Prairie regional representative of 
Canadian Broadcasting Corporation, 
succeeding John Kannawin, who 
has taken charge of CBC’s overseas 
D. Clar- 
ingbull and Walter Anderson have 
absorbed the duties of CBL station 
manager. 


Ledder Joins Scott 
Ralph Ledder, formerly with 
Barnes-Chase Advertising Agency, 


jhas joined the Los Angeles office of 


Duncan A. Scott & Co., Pacific Coast | 


publishers’ representative, as assist- 
ant manager. 


Named to CBS Post 


Arthur Perles, formerly in charge 
of CBS shortwave publicity, has 
been named assistant director of 
publicity for the Columbia Broad- 
casting Company, New York. 


Put Behind Whelan 
Christmas Sales 


New York, Dec. 9.—Following, for 
the fourth successive year, an un-| 
,usual holiday promotion plan in| 
| which most of the effort is concen- 
shot, United 
Corporation | 


trated on a 
Cigar-Whelan 


single 
Stores 


ithis week spent something over 
| $80,000 on the 1942 edition of| 
|\*Whelan’s Christmas Shopping| 


| Guide.” 
| The guide this year consists of a 
40-page section in one-color letter- 
press, included in the Dec. 6 New 
York Sunday News, plus 1,000,000 
rotogravure reprints, with full-color 
cover, distributed door-to-door in| 
| the Whelan trading area. 

The 40-page section in the News, 
says Stanton B. Fisher, Whelan 
advertising director, is the biggest 


individual advertisement ever pub- | 


lished by that newspaper, and the 
combination of newspaper advertis- 
ing and circular distribution is “the 
| biggest Christmas promotion in re- 
| tail drug history.” 

| Whelan developed its present plan 


What kind of Paper 


would you use for wrapping lard? 


®@ That's an easy question for a man 


in the lard business. 


He has known the answer for years. 
It's a paper that will do three things: 
withstand grease, withstand water, 


retard rancidity. 


But if you're in some other business 
—all this might never occur to you. 


And that’s where we come in. 


We know quite a bit about what 
paper can do and must do under 


many situations. 


We also know quite a bit about mak- 


230 Park Avenue, New York, N.Y. 
Mills at Rumford, Maine & West Carrollton, Ohio 
Western Sales Office: 35 E. Wacker Drive, Chicago, Illinois 


ing paper that meets odd specifica- 


tions, because we’ ve been making a 


to us? 


velop it. Maybe 


thousand miles of paper a day. 


So if you have something to pack- 
age— why not put your problem up 


Maybe we already have the paper 
you want. Maybe we’ll have to de- 


it can’t be done. 


But in any case, we offer the re- 


sourceful thinking that’s needed to 
find such things out. 


Why not write us a letter and see 


what we can do? 


* Can paper take 
the place of scarce 
materials? All our 
research facilities 
are concentrated on 
finding the answers. 


HOLIDAY GUIDE 


This is the front cover of the 40-page 


advertisement and circular promoting 
products offered by United Cigar- 
Whelan Stores Corp. 


of Christmas promotions in 1939, 
when it printed and _ distributed 
1,500,000 monotone gravure circu- 
lars. In 1940 it stepped this up to 
2,000,000 copies of gravure circular, 
some of it in color, and last year it 
printed a 40-page tabloid section, 
some of it in four-color process, in 
the New 
The current effort represents its 
largest financial investment. 

The copy itself is really a coop- 
erative catalog of gift items, with 
pages and smaller space devoted to 
a long list of nationally-advertised 
products, including a wide variety 
of toilet goods, perfumes, cosmetics, 
soaps, razor blades, hair brushes, 
etc. 

Whelan has 375 outlets in the 
metropolitan area embraced by the 
promotion, all of which are tied up 
closely with the special activity. 


Young to Teach Course 


G. W. Young, for Il years with 
the circulation department of Crow- 
ell-Collier Publishing Company, 
will offer a course in house organ 


editing at Ohio Wesleyan Univer-| 


sity, Delaware, O., next semester. 
Mr. Young will encourage women to 
enroll in the course, and will em- 
phasize the possibilities of building 
and maintaining morale on the pro- 
duction front. 


Ace Mfg. Corporation, Philadel- 
phia, has appointed Gray & Rogers, 
Philadelphia, to direct advertising 
for its precision aircraft, instrument, 
radio and machine parts. 


York Journal-American. | 


Stockholders in 
Big Companies Are 
Over 1929 Levels 


New York, Dec. 10.— An impor- 
tant index of the participation of 
/the public in industry was revealed 
this week by the reports of 16 of 
the largest American manufacturing 
companies, oil and copper com- 
panies excluded. In these 16 com- 
panies, stockholders of record 
totaled 1,611,200 in 1941, against 
| 983,100 in the boom year of 1929. 
| The four largest companies re- 
porting, U. S. Steel, General Motors, 
du Pont and Bethlehem Steel, to- 
| gether showed a gain of about 325,- 
1/000 stockholders in the 12-year 
period. More spectacular, however, 
were the gains of General Electric 
Company, which rocketed from 60,- 
1/400 in 1929 to 218,500 in 1941, and 
General Motors, which climbed 
from 189,600 in 1929 to 413,300 in 
1941. 

The following table lists the 16 
companies and the number of stock- 
holders in 1941 and 1929: 


1941 1929 
oe Serr ... 232,800 182,600 
General Motors....... 412,300 189,601 
Gu PORE cocsccses . 86,500 36,200 
| Bethlehem Steel..... 74,600 75,900 
|General Electric..... 218,500 60,401 
| International Har- 

WE Sadaaesa-wke 3 34,000 40,204 

[Union Carbide....... 67,300 2R 800 
Westinghouse Elec- 

SOOO waas wea ace 47,600 44,000 
American Tobacco 71,000 20,500 
Armour (C111) rr 80,004 
kL rere ; 59,000 47,000 
Te. ok 6 ha a kee 52.700 36,000 
International Paper.. 27,400 37.800 
Eastman Kodak...... 42,200 32,801 
yo hee 33,700 30,201 
National Dairy 

Products ..... ... 668,800 21,100 


Wilkins Answers 
Rationing Problems 

| A five-column by 13-inch adver- 
|tisement for Wilkins coffee was 
|released to all Washington, D. C., 
|newspapers and in other sections of 
Wilkins’ territory, just prior to 
coffee rationing, to answer ration- 
|ing problems. 

The advertisement was selected 
| by OPA officials as a valuable con- 
tribution to the government’s effort 
to inform consumers of rationing 
rules, and to build good will toward 
the government. Lewis Edwin Ryan, 
Washington, D. C., is agency for the 
producer, John H. Wilkins Com- 
pany. 


Huntington Advanced 

| M. G. Huntington, with the B. F 
|Goodrich Company, Akron, since 
1923, has been named manager ot 
| the Washington office of the national! 
sales and service division of the 
company. He succeeds K. D. Smith, 
who has been assigned a new posi- 
tion with the company in Detroit. 
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Moore MeCormack | ‘Arizona in Wartime’ Issue ‘Times’ Devetes 


Conditions Public | 
for Postwar Travel 


New York, Dec. 9.— Joining the 
ranks of advertisers who are selling 
postwar “products” now, Moore- 
McCormack Lines is currently 
spending $25,000 on a newspaper 
campaign in 26 metropolitan dailies 
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: 
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The money you loan yrour government 
now ls helping to build « free world— 
with free mations and free aman As the 
ame rime. vow ore busiding Anancial re 
serves for yoursell. Is act oo early 


plan heir intelligen: expeodirure end 
one of the things you, ws cites of « 
world more losety hound cogether 
sweat w do te are the romd Newghnor Lande 
of Sows America's bam inenng East one 


MOORE-Me CORMACK 


5 Brnedwey, New Tort 


from coast to coast, urging the pur- 
chase of war bonds “until victory 
comes —and then . cruise by 
luxurious American Republics lin- 


ers to Rio de Janeiro, Santos, 
Montevideo, Buenos Aires.” 
The current campaign is sched- 


uled to continue for the remainder 
of the year, but indications are that 
it will be extended beyond that 
date, with copy perhaps swinging 
even harder toward the merchan- 
dising of postwar travel. Magazines 
may be added, also. 

Kelly, Nason, Inc., is the agency, 
with Vincent J. Galbo account ex- 
ecutive. 


Phillips Manufacturers 
Plan Joint Campaign 
A new advertising setup for 
has been developed for the joint 
advertising program of the 20 man- | 
ufacturers of Phillips recessed head 
screws. Directing the promotion 
will be a committee composed of 
Harry Mayoh, advertising manager, 
American Screw Company, chair- 
man; William H. Hill, manager of | 
the screw production division, Sco- 


vill Mfg. Company; Charles F. 
Newpher, vice-president, National , 
Screw & Mfg. Company; and C. S. 


Trott, sales manager, 
Corporation. 

Horton-Noyes Company, 
dence, R. I., has been | 
agency, and new copy will appear | 
in January issues of a large list of 
industrial, metal and woodworking 
papers. 


WDEL on 5,000 Watts 


Station WDEL, NBC’s basic outlet | 
in Wilmington, Del., is now operat- | 
ing with 5,000 watts daytime power, 
and 1,000 watts night power. When 
authorized changes in its directional 
antenna have been completed, 
WDEL will use 5,000 watts continu- 
ally. The station's frequency of | 
1150 kilocycles remains unchanged. 


Parker-Kalon | 


Provi- | 
chosen as} 


The Greatest 
SELLING POWER 


in the 
SOUTH’S 
GREATEST CITY 


NEW ORLEANS 


50,000 WATTS 


CLEAR CHANNEL 
CBS AFFILIATE 


Nat. Rep.—THE KATZ AGENCY, INC. 


Inc., 
| years, in the advertising department 


1943 


by Phoenix Papers 
The Phoenix Republic and Ga- 
zette recently published a 160-page 


edition called “Arizona in War- 
time,” containing stories of Ari-| 
zona’s resources and wartime de- 


velopments. This is the 22nd con- 
secutive year that the papers have 
published an annual edition. 

The issue, which sold 90,000 
copies, carried 195,998 lines of dis- 
play advertising, and 4,050 lines of 
classified advertising, all sold at 


regular rates. 


Sigal Leaves Ex-Lax 


Esther D. Sigal, 
York, 


with Ex-Lax, 


New for the past 15 


and as purchasing agent, has 


signed from the company. 


re- 


Space to Agencies’ 


Wartime Messages 


New 


York, Dec. 10.—The New 
York Times has offered some 20 
leading advertising agencies 1,000- 


line space in its Saturday editions 
to present any message the agencies 
desire which furthers the war effort. 

The first insertion in the unusual 
series, in which the Times con- 
tributes the space and the agencies 
contribute the copy and layout, ap- 
peared Saturday, and was signed by 
Arthur Kudner, Inc. An all-type 
advertisement, the message was a 
morale-building contribution, in the 
form of a letter from a soldier, who 


had given his life in the 
those left on the home front. N. W. 
Ayer & Son, McCann-Erickson and 
other leading agencies will carry on 
the series in succeeding weeks. 

An unusual feature of the cam- 
paign is the fact that the agency 
signature is prominently displayed, 
while the Times credit is restricted 
to a small-type line at the bottom 
reading, “One in a series of adver- 
tisements jointly contributed by the 
New York Times and leading ad- 
vertising agencies for the purpose 
of forwarding the war effort.” 

Mats of the advertisements are 
being made available by the Times 
to other newspapers or publications 
which may desire them, and they 
may be run with or without credit 
to the Times. 


war, to 


KMPC Inaugurates 
War Activities Dept. 
KMPC, Beverly Hills, Cal., has 
inaugurated a war activities depart- 
ment under the direction of Wood- 


row Hattic, formerly with WWL, 
New Orleans, where he served as 
director of public relations, agri- 


culture and sports. 

The station believes that it is one 
of the first radio stations in the 
country to appoint a man to devote 
his full time to the coordination of 
war activities. 


Swearingen Named Editor 

Charles C, who 
joined Bakers’ Helper, Chicago, in 
August associate editor, has 
been appointed editor of the maga- 
zime. 


Swearingen, 


as 


THE LATIN AMERICAN EDITIONS OF 


New EQUIPMENT DIGEST 


(Published in separate Spanish and Portugese editions) 


@ covering all worthwhile companies 
in all industries, in all Latin America. 


@ high reader interest assured by New 


Equipment Digest’s 


formulae... 


and processes. 


NEW YORK 
110 East 42nd Street 
PHILADELPHIA 
4618 Larchwood Avenue 


giving all Latin American 
industry all the news about what's new 


in equipment, in materials, in methods 


@ eliminating all confusion and un- 


WRITE OR WIRE 


proved editorial 


issue close February Ist for copy... 


RESERVATIONS 


certainty over media selection. 
Advertising rate... 
on 12 insertion basis, which includes 
both Spanish and Portuguese editions 
(unit size same as New Equipmeni 
Digest, 31%" x 44%"). Circulation guar- 


anteed 20,000 copies. Forms for first 


February 20th for complete plates. 


IMMEDIATELY 


$90.00 per unit, 


Penton 


CLEVELAND, OHIO 
Building 


EQUIPMENT DIGEST PUBLISHING Co. 


Affiliated with the Penton Publishing Company 


CHICAGO 
520 North Michigan Avenue 
LOS ANGELES 
130 North New Hampshire Avenue 
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Media Sales and Service 


Staffs Shrink Steadily 


Not All Losses Are 
Replaced, Personnel 
Survey Shows 


[Editor's Note: This is the sixth 
of a series of articles detailing the 
findings of an ADVERTSING AGE in- 
vestigation of the manpower situa- 
tion in the advertising and related 
fields. This investigation, in which 
several hundred advertisers, agen- 
cies and media participated, revealed 
that advertising and related person- 
nel has shrunk considerably as a 
result of the war, and may be ex- 
pected to shrink further. The Ap- 
VERTISING AGE study, however, is not 
designed as a statistical report, but 
rather as a collection of impressions, 
reactions and solutions to the prob- 
lem which may be of value to the 
field as a whole.) 


By S. R. BERNSTEIN 


Chicago, Dec. 10.—The problem 
of personnel is a real problem for 
all types of advertising media, the 
ADVERTISING AGE survey indicates. 
Generally speaking, sales personnel 
of media has shrunk somewhat 
and a wide variety of plans have 
been developed to compensate for 
losses of technical and service per- 
sonnel, as well as as to ease the 
burden on smaller staffs of messen- 


THERE CAN BE 


BUT ONE CHOICE 


AW Omak 


580 KC. * 5000 WATTS 


Owned ond Opereted By 
Weedmes of the World Ute tnverence Society 


JOHN J. GILLIN, JR., GEN'L MGR. 


gers, merchandising staffs, etc. 

A recent survey of the radio field 
by the National Association of 
Broadcasters showed that on Oct 
19, 1940, the average station em- 
ployed 22.48 workers, but that this 
average had dropped, by Sept. 15 of 
this year, to 21.09. Employment of 
men by stations dropped from 18 to 
16, while employment of women 
rose slightly. In the two-year pe- 
riod, all station employment de- 
creased 6.2%; men decreased 10.9‘% 
and women increased 12.9%. 

The problem of radio is pointed 
up by the fact that the same sur- 
vey showed 64.4% of all employes 
in the 20-45 age groups, with an 
additional 4.3% of employes being 
boys of 18 and 19. Most of radio’s 
difficulty has not been in sales and 
merchandising departments, how- 
ever, but rather in technical de- 
partments. 


Studies Newspapers 


In an exhaustive report on man- 
power problems On newspapers, 
presented before the Newspaper 
Advertising Executives Association 
at a meeting this fall, Karl T. Finn, 
advertising director, Cincinnati 
Times-Star, disclosed that analysis 
of replies from 136 newspapers 
showed a loss to newspapers, as a 
group, of 17% of their selling per- 
sonnel, with larger papers in rela- 
tively better position because their 
loss was only about 12%. About half 
the salesmen taken into the armed 
forces have been replaced, Mr. Finn 
reported, saying that replacements 
have come from other departments 
of the newspaper, by employing for- 
mer automobile and_ electrical 
equipment salesman, by locating 
former newspaper salesmen and in 
a few instances by trying out 
women. 

“There seems to be a general feel- 
ing,’ he reported at that time, “that 
further losses will occur and that 
replacements will not be possible or 
even necessary. It is evident that 
display executives expect to give 
staff members more accounts to 
handle and concentrate their selling 
activities on the better prospects. 


Women Not Yet Accepted 


“Women are not yet being ac- 
cepted into display departments en- 
thusiastically. There are some ex- 
ceptions to this statement. About 
one-third of the newspapers have 


'women display solicitors, although 


some merely write and sell ‘shop- 
ping columns.’ ” 


ADVERTISING AGE 


selling staffs. “Our copy and proof| several women and will undoubt- | 
boys have come and gone like the! edly add more if it becomes neces- 
wind,” he said. “Newspapers are) sary. 
showing ingenuity in solving this “Others may be interested in our 
problem. Several papers have em- success in eliminating the sending 
ployed all girls, even putting them | out of proofs on the day of publica- 
into natty uniforms. Part-time! tion. We adepted a new schedule | 
school boys and elderly men have) of deadlines for advertising copy and 
solved the problem for others. In| printed the new rules and regula- | 
one city an effort is being made to| tions on a card which was mailed 
set up a central bureau by all news- |to each advertiser. ... As all proofs | 
papers to handle proofs, etc... . are in the composing room the night 
“About half the newspapers with | preceding publication, we have been 
merchandising departments have al-| able to advance our starting time in 
ready decreased their personnel|the pressroom from 2:15 to 1:20 
and a great majority of the others)! each day.” 
apparently are planning this step. 


The replies indicate that many Women Added to Staff 
newspapers look upon their mer- George W. Thorpe, advertising 
chandising activities as a_ useless | ‘ 


manager, Miami Daily News: “Our 
service desk has been completely 
remanned by women, whom we find | 
none too efficient in this operation 
despite the fact that it requires only 
close attention to the detail of clear- 
| ing copy, cuts, and mats. As for our 
advertising department, it has been 
necessary to hire older men, and in| 
several cases we have combined ter- 
ritories. 

“Aside from streamlining certain 
functions, eliminating unnecessary 
services and detail, personnel prob- 
lems will not have a permanent 
|effect on the composition of the ad- 
vertising department. At the war's 
end we hope to be able again to 
secure young experienced salesmen, 


Some of the more interesting _ : 
' : teem the tie 5 or men wno have the qualifications | 
comments received fro e n-| » : ” 
- 4 . of becoming salesmen. 


dred or more media which answered _ = — 
t] Laneniee bros an med ti vine L. F. Sharkey, advertising man-| 

1e ADVERTISING AGE questionnaire “ : ‘a 
, ager, Seattle Times: We are re- 


ure given briefly, below: scheduling and reallocating the 


expense that may be eliminated for 
the duration. . . 


Much Inbreeding 


“The most prevalent practice of 
selecting and training display sales- 
men seems to be to take likely- 
looking men from the classified de- 
partment. However, some draw 
from circulation, the merchandis- 
ing department or even mechanical 
departments. Newspaper dis- 
play staffs are highly inbred, very 
few salesmen having had other ad- 
vertising or selling experience. 
Few newspapers have developed 
any system for the selection and 
training of salesmen.” 


R. J. Jones ational advertising : 
. = - ; . 5 work to the men we have in our 
manager, The Oregonian, Portland, ie ae: ' 
ir . departments. As you know, appli- 
Ore.: In the national and retail 


ances are out the window and auto- 
motive is down so we will have to 
make a national food man, perhaps, | 
out of our automotive man and our 
national appliance salesman prob- 
ably will have to take over local 
foods for the duration. 


departments the remaining men 
have absorbed the work. Our na- 
tional merchandising department 
and our trade paper have been elim- 
inated entirely. In our display desk 
service department we have been 
obliged to hire girls to service the 
accounts for copy, proofs, cuts, etc.” 
H. L. Goldman, advertising man- 
ager, New York Sun: “Twenty-two 
men from the advertising and serv- est hit is in our display advertising 
ice departments of the Sun have! schedule desk. We have now put on 
joined the armed forces. We expectytwo young women in that depart- 
about a dozen more to be called. ment and from all appearances they 
are going to make good. The Seattle 
Times is located quite a distance 
“The processes of the Sun as re- from the downtown business dis- 
gurds the structure of its depart-| trict so we use motorcycles on proof 
ments and the training of its em-. celiveries to retail advertisers and 
ployes has been so organized agencies. Perhaps before long we 
through the years that we have will have a girl riding the motor- 
been able to replace these people | cycle. Who knows?” 
mostly with older men and women Nelson Roberts, advertising man- 
who have knowledge of the work ager, Union-Tribune Publishing 
and are equipped to carry on.” Company, San Diego, Cal.: “We are 
G. L. Burt, advertising director, having considerable difficulty re- 
Press-Telegram Publishing Com- placing men called into service due 
pany, Long Beach, Cal.: “We have to the fact that San Diego is now a 
consolidated a number of our ad- very highly industrialized war pro- 


Service Desk Hit 


“One of the places we are hard- 


Training Plan Helps 
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inate all automobile calls and con- 
fine our solicitations to only the 
larger stores and more or less in 
the downtown area. Although San 
Diego is not a tremendously large 
town in population, it is extremely 
large in area and, as a result, over a 
period of years we have had to call 
on accounts in the outlying districts 
which in some instances may be 
from seven to ten miles away from 
downtown San Diego. 


Cuts Outlying Calls 

“We believe we are situated sim- 
ilarly to other cities in that approxi- 
mately 90% of our total linage 
comes from a comparatively smal] 
area in the downtown district and 
we are at present having to foreg: 
the outlying district business.” 

W. E. Sotherland, advertising di- 
rector, Journal-Tribune Publishing 
Company, Sioux City, Ia.: “We have 
made an effort to include one 
woman in our staff. However, it 
turned out to be a failure. We have 
not become discouraged from this 
venture and possibly will return to 
taking on one or two women in the 
advertising solicitation staff. 

“We are planning to put more 
effort on telephone solicitation in 
the want ad department and elim- 
inate much of the outside selling. 

“We have already eliminated the 
national advertising manager, who 
has joined the armed services. His 
position is being carried on by the 
advertising manager and other as- 
sistants in the national department 

“We do not believe that the con- 
dition we are going through at the 
present time will be permanent 
after the war. In fact, we look for- 
ward to an advertising man’s para 
dise. We are already making plan 
to enlarge our forces and go afte: 
the largest advertising dollar in th: 
history of the world as soon as the 
war is over.” 


Foresaw Shortages 


C. L. Fountain, advertising di- 
rector, Lancaster Newspapers, Lan- 
caster, Pa.: “Last year, we could 
see the handwriting on the wall and 
took the precaution of meeting the 
situation by hiring three women 
One of these girls we obtained from 
the graduating class of our loca! 
high school. She had a pleasant per- 
sonality, made a nice appearance 
and liked to meet people. We gave 
her a basic training of clerical work 
in the advertising department fo: 
about three months and then started 
putting her on the outside with ons 
of our regular retail salesmen. About 
a month later she was given he! 
own assignment and she surprised 
us with the excellent job she ha 
done. 

“It became evident that by put- 


Cae > ie 


JOHN BLAIR CO., REPRESENTATIVES Servicing of accounts, Mr. Finn vertising lists, and our salesmen are duction center. ting a rookie into a low linage terr! 
reported, has suffered worse than making more calls. We have added “What we have done is to elim- tory that she contacted account 
J +< —_— _— 
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that were, to her predecessor, con-|not at all averse to hiring women actually engaged any as yet. At return to normal. This does not automotive and real estate. Our 
sidered poor prospects. She kept or older men. the same time, we are studying the | mean it will be exactly as it was be- only real difficulty has been in 
calling on these so-called poor pros- “We believe that the advertising entire departmental operation with fore because we will hold on to that! maintaining a staff of copy boys, 


pects and within a few months’ time 
had several of them on a contract 
basis. There is one outstanding ad- 
vantage in introducing a beginner 
to a territory and that is that they, | 
from the very start, consider every 
account a prospect and keep plug- | 
ging away, where very often a sea- | 
soned salesman after making a few 
initial calls is inclined to pass up 
iccounts which do not give prompt | 
evidence of consistent advertising. | 

“The next girl we hired was a re- | 
cent graduate from one of our uni- | 
versities. She majored in journal-| 
sm and she was on the attractive | 
side. The unfortunate part was that | 
she knew it. She turned out to be a 
flop and we had to let her go. 


Other Turns Out Well 


“We then hired a young lady who 
had had a considerable amount of 
excellent selling experience. She 
never gives up, never misses a pros- 
pect and is tops in every sense of 
the word. 

“We did hire two additional ex- 
perienced advertising salesmen with 


3-A ratings to fill our ranks. We 
have not cut down on our sales 
force and at this time we do not 


anticipate doing so. Instead we are 
redoubling our sales effort.” 

B. W. Lewis, advertising manager, 
Rocky Mountain News, Denver: 
“We have substituted copy girls for 
copy boys (messengers) in our local 
advertising department. So far the 
girls are working out very well and 
advertisers seem to like the idea. 
The Rocky Mountain News was 
founded in 1859 when Denver was 
known as Cherry Creek Settle- 
ment, and Colorado was a part of 
Kansas Territory. As far as we 
know this the first time in 83 
years that copy for the News has 
been picked up by girls.” 


is 


Many Replacements 
Frank S. Meyers, advertising , 
manager, Huntington Publishing 


Company, Huntington, W. Va.: “One | 
saleswoman, one layout girl and an 
office girl are all relacements. We} 
had an elderly man (52 years) who| 
couldn’t stand the gaff. No services 
functions have been eliminated | 
as yet and very little routine re- 
scheduling has been done. 

“Those replacing men going into} 
the service have to sign an agree- 
ment to that effect. We would be 
happy to have four of these men 
provided the service hasn't 
changed them. The women re- 
placements have been successful.” 

H. W. Manz, advertising director, 
Cincinnati Post: “We have obtained 
one salesman from an out-of-town 


or 


back 


paper, one from a local suburban 
paper, and a third by promotion 
from the service department. We 


had been able to obtain boys and 
for service and clerical work 
without much difficulty; but now it 
is becoming much more difficult to 
find them, and we may have to 
make other arrangements. We are 


girls 
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Photo-engravers in Chicago 


207 North Michigan Ave. 
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staffs are so important to the feed- 
ing of the whole paper that they are 
the last place where personnel cuts 
should be made.” 


Studying Organization 


J. A. Viger, advertising manager, 
The Record Newspapers, Troy, 
N. Y.: “The men covering our local 
and national copy desks have gone 
into the service, and these vacancies 
will be filled by women. 

“So far as the display department 
concerned, we haven't bumped 
into any real problem yet—barring 
that of office boys. Here again, we 
are giving serious thought to girl 
messengers, although we have not 


is 


a view of streamlining it 
greatest possible degree.” 

Charles E. Sweet, advertising 
manager, Capper Publications, To- 
peka, Kan.: “Early in the year, we 
reorganized our advertising sales 
staff by consolidating two of our 
offices into one, and we are in pro- 
cess of rerouting salesmen due to 
inability to travel by car. 

“It is difficult to tell whether our 
present problems will have a per- 
manent effect upon the composition 
of our advertising department, but 
right now I do not think they will 
cause major changes. Rather, as 
conditions return to normal, I think 
our organization and activities will 


to the 


which we have found good and 
adapt our efforts to the conditions 
which then exist.” 

Wm. D. Phelan, advertising man- 
ager, San Francisco Chronicle: “Wo- 
men, within our own organization, 
are being trained to replace sales- 
men. Also, we have a waiting list 
of alert newspaperwomen fitted for 
this type of selling. 


Shifting Fills Vacancies 


“It has not as yet become neces- 
sary to increase or decrease any of 
the departments. Vacancies left by 
those entering the service have 
been filled by members of the staff 
handling = such 


classifications as 


who are either eligible for the draft 
or who are attracted to the ship- 
yards. 

“At the moment, our greatest dif- 


ficulty is in helping retailers and 
advertising agencies to replenish 
their staffs with copywriters and 


persons familiar with advertising in 
general.” 

W. M. McNamee, advertising di- 
rector, Chicago Herald - American: 
“It has been necessary for us to em- 
ploy girls in our dispatch depart- 
ment (division servicing advertisers 
on proofs, etc.) because it is virtu- 
ally impossible to employ boys any 
longer. It is against our policy to 
date to employ girls or women in 


What Majesty... What Splendor! 
What a Pain in the Neck! 


Nowhere in the country does one encounter such 


rugged splendor, as is found on the Pacific 


Coast. Mountains rising majestically 5,000 to 


nearly 15,000 feet, form natural barriers around 


most of the Pacific Coast's Important cities. [ts 


a Mecca for tourists, but a pain in the neck for 


long-range broadeasting. 


Watts bounce off 


mountains like hail off a tin roof. There’s only 


one way to completely cover these mountain 


surrounded markets 


release your mes sage 


Tuomas S. Ler, President 


Lewis ALLEN Wetss, } ice-President,General Manager 


5515 Metrost 


REPRESENTED NATIONALLY 


Ave... Hontywoop, Cari. 


BY JOHN BLAIR AND CO 


locally. Use Don Lee, the only network with 


enough stations to deliver local primary coverage 


on the entire Pacific Coast. More than 9 out of 


every 


10 families on the Pacific Coast own ra- 


dios, and more than 9 out of every 10 of these 


families live within 25 miles of a Don Lee sta- 


tion. Tf your message 


ge is important enough for 


all the radio families on the Pacifie Coast to 


hear, use the only network with enough stations 


to do the job... Don Lee. 
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Prada 


the sale of advertising space, except 
by telephone on classified, although 
it has been necessary for us to as- 
sign outside territories to women in 


difficulty in acquiring the services 
of young men on a salary and com- 
mission basis in that division. 


carried on. 
we have added extra stenographers 
and try to give them jobs which 


| were formerly handled by the sales- 
the classified department due to the | 


“IT doubt that we will employ girls | 


or women for sales work in display 
unless the situation becomes much 
more acute. By that time, advertis- 
ing volume may have dropped to 
such a degree that 
personnel will be 
available business.” 

William Wallace, 
manager, Toronto Star: “Our adver- 
tising record department formerly 
managed by young men is now 
managed by five girls and on the 
copy desk which was also a young 
men’s field we recently placed our 
first girl copy clerk. 

“With the loss of salesmen we 
have simply doubled up our classi- 


able to cover 


fications among the remaining retail | ¢)assifications it will mean a reshift- | 


reduced male} 


advertising | 


men. I refer to keeping a watchful 
eye on getting color proofs out and 
different items which formerly kept 
a salesman often at his desk. 


Jobs Waiting 


“Each of our men has been told 
a job is waiting for him upon his re- 
turn from overseas. This is going 
to cause some reorganizing for 
young men who were in our adver- 
tising record department and our 
copy desk (which are stepping 
stones to junior salesmen’s jobs) 
and who will have matured to a 
point where we have a feeling that 
they will have to be started im- 
mediately as salesmen. 

“This will probably 
many as ten additional salesmen to 
our present staff and as we sell by 


and national salesmen and have ing of the present work.” 


YOUR FACTS FILED AND 


Let the foremost designers of pic- 


analyze and visualize your facts 
for effective presentation Write 


*VISUALFACTS 
2 West 


46th Street, N.Y.C. 


} 


| 


R. T. Allan, national advertising | 


manager, Flint Journal: “It has been 


FORGOTTEN?? inecessary for us to double up, in 


/some instances combining national 


} 


| 


torial charts and maps expertly|and local departments on local re- 


tail solicitation. We have also in- 


men to include the list of one mem- 


ber who was not replaced. We tried! months will mean several changes|is not believed that the effect of 


| 
In addition of course, 


ADVERTISING AGE 


‘JEWISH ARMY' TUR 


NS TO ADVERTISING 


es < = 
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es 


mean as 


The Committee for a Jewish Army of 


fy. 


mma yo 
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mae. 
#e- 
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= 
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| 


Stateless and Palestinian Jews, which is 


urging England to permit Jews in Palestine and those who have lost their state- 


hood because of the war to form a Jewish army to fight with the Allies, used 


this spread in the Dec. 7 New York Times to plead its cause and seek financial 
support. 


lone woman in the department which 


| did not work out satisfactorily. 


, | Sees More Changes Comin, 
for special WAR-TIMELY folders. | creased the lists of our other local | ° . 


“It is expected that the next few 


TO DEVELOP FOR YOU exactly the paper 
your particular job requires, Sorg brings to bear 
intensified study of your individual problem. 
Plus skilled research work in the modern Sorg 
laboratory. Plus more than 90 years experience 
in making hundreds of different kinds of papers. 
Month after month, and year after year... 
SINCE 1852, THE SORG organization has 


papers, and 


business of 


for the new 


been mastering the art of making 


papers for a lony list of industrial 
uses. Long before the War be- 
tween the States, we were creating 
new papers to meet the needs of 
those pioneering days. When 


REG Us pat off 


EXPERIENCE 
points the way! 


Teddy Roosevelt's “Rough Riders” stormed | 
San Juan, we were developing new file guide 


record papers, for the growing 
America. When Pershing’s men 


fought at Chateau Thierry, we were preparing 


era of business expansion and 


America’s multiplying use of papers in in- 
dustry. Today... 


OUT OF THIS RICH, LONG EX- 
PERIENCE, Sorg men are better 
able to serve you than ever before. 
Write—wire—or ‘phone your 
needs. We are ready, and able, to 
serve you. 


THE SORG PAPER COMPANY .. . MIDDLETOWN, OHIO 


Manufacturers of a wide variety of Fourdrinier and Cylinder papers ... Specially constructed papers made to individual orders. 
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ICE: Daily News Bldg. 
. 370 Lexington Ave. 
Dodge, 10 
Bouis, Ambassador Bldg. 
N. L. Brinker, 122 S. Central Ave. 


, | Shortage of labor in local industries. 


{ 

in our department and additions to| 
the staff will doubtless be made by | 
calling on young men now in our 
proof department who are being 
trained to handle the local work. It 


manent. It appears now that, if 
anything, we will have to make sev- 
eral additions when the _ present 
conflict is over due to an expected 
larger volume of retail advertising.” 

R. H. Newcomer, advertising 
manager, Battle Creek Enquirer and 
News: “To replace losses we have 
tentatively decided to partially ab- 
sorb the work of these individuals, 
and also to use woman power, espe- 
cially in display advertising. This 
naturally will call for a complete 
rescheduling of routine and reor- 
ganization over a period of time. 
The only eliminated work that we 
anticipate is in our service depart- 
ments. 

“My only suggestion, aside from 
these ideas mentioned above, is that 
executives in charge of sales de- 
partments in the newspaper quietly 
line up possibilities among people 
in the same community who have 
had any sales experience whatso- 
ever, and to hope that the axe will 
not fall on all anticipated losses at 
the same time. We have given up 
the idea of training high school 
youngsters, boys or girls, in view of 


| new draft regulations and extreme 


| We see our only ‘out’ lying in the 
hope that we can obtain women 
who are either married and not 
| working, or who are working at a 
| Job with which they are not espe- 
| cially pleased.” 


conditions at present will be per-| 


Put Over Bond Drive 


The Treasury Department has 
issued a pamphlet illustrating how 
to organize a payroll savings drive 
to get 10% of a company’s payroll 
into war bonds. The booklet tells 
of successful war bond campaigns 
in thousands of companies, and in 
city-wide and industry-wide drives. 

Included with the pamphlet is a 
brochure containing an illustrated 
synopsis of the Treasury Depart- 
ment’s slide-film, “Top That 10%.” 


Crosley Campaigns 

Crosley Corporation, Cincinnati, 
ran the first of a series of adver- 
tisements Nov. 24 in the interest of 
the war effort. Newspapers carry- 
ing the advertisement were the 
Washington Post, Star and Times- 
Herald; the Cincinnati Enquirer, 
Times-Star and Post; and the Pala- 
dium-Item, Richmond, Ind. The 
first magazine advertisement will 
appear in The Saturday Evening 
Post, Christmas week. 


WFIG Joins Blue 


Station WFIG, Sumter, S. C., has 
become affiliated with the Blue Net- 
work as a unit of the southern 
group, bringing the total of Blue 
affiliates to 145. On Jan. 1, Station 
WMOB, Mobile, Ala., will become 
the Blue’s 146th affiliate, as a mem- 
ber of the south central group. 


“JEEPERS, I'M A MESS, 
BUT IT’S NOT 


“YOU’RE WRONG! 
CLICK SAYS 
MANUFACTURERS 
ARE USING 
NON-ESSENTIAL 
MATERIALS.” 


Click Talks to the 
War Working Women! 


Canada Dry Advertises 


| Canada Dry ginger ale copy has 
|rotogravure supplements extending 


Laren Advertising Company, To- 
ronto, placed the winter campaign. 
. . 7 * ’ 

Heistand Joins ‘Tribune 

I. B. Heistand, formerly adver- 
tising manager for the Press and 
Enterprise, Riverside, Cal., has been 
appointed advertising manager of 
jthe Tribune, Redwood City, Cal. 


Wembley Awarded ‘T’ 

Wembley, Inc., New Orleans 
neckwear manufacturer, has been 
awarded the Treasury “T,’ to be 
affixed to the Minute Man flag 
which was awarded Wembley last 
July. The “T” signifies that more 
than 90% of the company’s entire 
personnel is participating in the 


systematic purchase of war bonds 
and stamps. 

Wembley employes also have 
been given a certificate of award 


certifying that more than 10% of 
the company’s payroll is being in- 
vested in war bonds. It is believed 


that Wembley is the first company | 
in the neckwear industry to have| 


received these awards. 


‘Maclean's’ Raises Irwin 
W. A. 
to managing 


editor of 


lof Maclean's for nearly 17 years. 


|broken in newspapers and weekend | 


from coast to coast in Canada. Mac- | 


Irwin has been advanced 
Maclean’s 
Magazine, Toronto, effective Jan. 1. 
Mr. Irwin has been associate editor 


There’s not a single woman in this 
world who doesn’t want to be beau- 
tiful! BUT, these women are patriotic. 
Their cosmetics must not hamper 
Uncle Sam in winning the war. So 
CLICK gave them the answer .. . Told 
them manufacturers were using non 
essential materials . . . told them 
there was no priority on beauty! 

These women want information 
They want to know how condi 
tions will directly affect them! That's 
why the great market of war work- 
ing women read CLICK. 

Daily more women are going into 
war work .. . daily more women are 
reading CLICK. Here’s a magazine 
that keeps up with the ever shifting 
market. 


CLICK FOLLOWS THE PAYROLLS. . 
FOLLOW THE PAYROLLS WITH CLICK! 


CLICK 


REACHING THE 
WAGE EARNER FAMILIES 


HARRY HAYDEN, General Manager 
55) FIFTH AVENUE + NEW YORK CITY 
73) Plymouth Court, Chicago 
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ADVERTISING AGE 


‘SPEED WARDEN’ 


TO HELP YOU OBEY 


The price of this new war-born device, 

says B. F. Goodrich Co., is quickly saved 

by the extra miles it provides. The device 

is recommended to both individual mo- | 
torists and fleet owners. 


Goodrich Begins 
Promotion of Slow | 
Driving Device | 


Akron, O., Dec. 8.— Newspaper 
and magazine advertising will be 
used in a campaign to introduce 
B. F. Goodrich Company’s Speed 
Warden, designed “to help motorists 
keep within the rubber-conserving 
35 - miles - per- hour speed limit,” 
Frank Tucker, advertising manager, 
has reported. 

The speed warden, which will be 
distributed nationally through 
Goodrich dealers, is easily attached 
to the accelerator pedal of all cars 
so that it exerts a slight reminder 
pressure on the driver’s foot when 
he approaches the 35-mile limit. It 
does not prevent the use of extra 
speed or power in an emergency, 
Mr. Tucker said. 

The first copy, 
chanan & Co., stressed the new 
product’s ability to help motorists 
get maximum wear from thinning 
tires, and appeared in the Nov. 30) 
Life. Between then and Christmas, 
full pages in black and white will 
also run in American Legion Maga- | 
zine, American Police Review and 
The Saturday Evening Post. Copy 
appearing in The American Weekly 
of Dec. 20 will complete the pre- 
holiday magazine campaign. News- 
paper advertising calls for the ap- 
pearance of 1,000-line copy in papers 
in several hundred cities as dis- 
tribution is completed in individual 
markets. 


placed by Bu- 


‘Plumbing & Heating’ 
Bought by Scott 

Edwin A. Scott Publishing Com- 
pany, New York, publisher of Sheet 
Metal Worker, has purchased 
Plumbing & Heating Journal. The, 
publishing offices for both will be 
located at 45 W. 45th St. 

Mr. Scott has been publisher of 
Sheet Metal Worker since 1920 and 
previously served as editor of Metal 
Worker, Plumber & Steam Fitter. 


Y2 Million Peo- 
ple in North- 
eastern Wiscon- 
sin Listen Nearly 
60°% of the Time 
—The Only Big 
Station in This 
Rich Area. No Other 
CBS Station can be 
Heard Regularly. 


Margaret Macy, formerly adver- 
tising manager of Bergdorff-Good- 
man, New York department store, 
will join the campaigns bureau of 
the Office of Defense Transportation 
as assistant to Paul H. Bolton, chief 
of the bureau. Miss Macy will be 
assigned to ODT’s “Carry Your 
Packages” campaign, which is re- 
ceiving support from department 
stores and other retail advertisers. 


Chemistry Aids War Effort 


First copy in a new series of in- 
stitutional advertisements for Can- 
adian Industries, Montreal, is 


| headed, “Chemistry Helps to Win 
ithe War.” 
| Agency handles the 


Ronalds Advertising 
series, which 
has been released to Canadian daily 
newspapers. 


‘WooD Increases Power 
from 500 to 5,000 Watts 


Station WOOD, Grand Rapids, 
Mich., has boosted its power from 
500 to 5,000 watts, and has trans- 
ferred operations from the west side 
of the city to a point four miles 
south, where an ultra-modern trans- 
mitting plant has been built. 

Teaser announcements for 
tion-breaks heralded the 
boost for a full week 
and on opening day all station- 
breaks plugged the new power. 
Full-page advertisements laid out 
in the editorial style of the paper 
ran in both Grand Rapids papers, 
and in the Kalamazoo and Muske- 
gon dailies. In 15 smaller communi- 
ties within the WOOD primary 
area, one-column editorial layout 
and 200-line display advertisements 


Sta- 
power 
in advance, 


! - ! 
were placed in local papers. All of 


the 80 Kroger grocery stores and 


super-markets in the Grand Rapids | 


metropolitan area entered war bond 
prize contests to build the “Best 
WOOD Display,” and 50 drug store 
|windows were decorated as “radio 
windows.” Stickers and inserts were 
placed in all mail and delivered 
packages by seven Grand Rapids 
retailers, and theater trailers plug- 
ging the station’s power boost ran 
two weeks on the screens of first- 
run theaters in nine Michigan cities. 


Gets Dennison Account 
Charles W. Hoyt Company, New 
York, has been named 
Dennison Mfg. Company, New York, 
maker of paper specialties and sta- 
tionery. = 


agency for 


Pesco Moves Offices 


Pesco Division of Borg-Warner 
Corporation, Cleveland, has moved 
its administrative, sales and ac- 
counting offices to 11610 Euclid Ave. 
The purchasing, production and 
engineering departments remain at 
12910 Taft Ave. 


Dumont to Campaign 

The first national campaign for 
Dumont brandy, McKesson & Rob- 
bins product, will begin with Janu- 
ary issues of Esquire, Fortune, The 
New Yorker, Liquor Store & Dis- 
penser and Wine & Liquor Retailer. 
Half-page and quarter-page adver- 
tisements in black and white have 
been scheduled for these publica- 
tions through the next six months. 
Ivey & Ellington directs the account. 


What do YOU expect of the leading business magazine? 


LARGEST CIRCULATION? 


NATION'S BUSINESS 


Fortune 


Business Week 


United States News 


Total net 
June 1942 


then choose... 


paid 
ABC 


374,638 
164,359 
120,752 
188 ,893 


RESPONSIVE READERS? 


Nation’s Business circulation has increased every 


month since March 1934...without short terms, defer 
red payments or other circulation tricks. Its renew- 


als are high, its reader interest steadily increasing. 


then choose... 


LOWEST COST? 


NATION'S BUSINESS 


Fortune 


Business Week 


United States News 


To reach the leaders of large and small business 
and industry, in big cities and small towns, tell 
your story in the magazine MOST WANTED by these 
leaders. Tell it in the best seller among all business 
magazines and Washington services. 


1 


Page rate 
per 1,000 


$4.80 
9.79 
8.52 


6.22 


then choose... 
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WPB Holds Rising 
Demand to Blame — 
for Gum Shortage 


Washington, D. C., Dec. 8.—Soar- | 
ing demand, rather than govern- | 
ment restrictions, is responsible for | 
the current shortage of chewing | 
gum, according to John M. Whit- | 
taker, chief of the WPB confection- 
ery section. 
ing gum in 
approximately equal to the 1941 
level despite shortages of raw ma- 
terials, Mr. Whittaker estimated. 

In 1941, consumption was about 
150 million pounds, or the equiva- 
lent of 15 billion sticks, with a re- 
tail value in excess of 140 million 
dollars. This figure represents an 
increase in consumption of nearly 
400% since 1914—the 18-year period 
in which such major companies as 
Wrigley, American Chicle, and 
Beech-Nut have been steady na- 
tional advertisers. Per capita con- 


sumption in 1914 was approximately | 


39 sticks, compared with 130 sticks 
in 1941. 

“The available supply of chewing 
gum is almost as much as it was in 
1941, a record year,” Mr. Whittaker 
said. “However, chewing gum 
moves off the retail counter faster 
than manufacturers can produce 


MAILING SERVICE 


Multigraphing — Filling-in 


Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 S. Dearborn St. Wabash S655 


oy =. 


Consumption of chew- | 
1942 is expected to be 


PATRIOTIC APPEAL 


Little Goes a Long Ways 


MILEAGE RATION 


SUPER GAS 


601 sO 9" 
SO. CRAND t W CRAND 


gy nns 


Using a simple message and red, white 
and blue to point it up, Clark's took 
this patriotic view of national gas ration- 


The copy appeared in midwestern 
newspapers. 


ing. 


and distribute it. Volume cannot 
be increased to any great extent 
| with the industry’s present facilities 
and equipment, even if necessary 
|restricted raw materials were avail- 


able.” 

| The shipping shortage has af-| 
fected supplies of gum base and 
sugar, two principal ingredients. 


| The gum base, chicle, the coagulated 
sap of the sapodilla tree, is nor- 
mally imported from Mexico, Cen- 
{tral and South America, Malay Pe- 


| ninsula, Borneo, Java and Sumatra. 
| The problem of securing chicle is 


ADVERTISING AGE 


Getting Personal 


| 
| 
| 
| 


|more serious than that of sugar, de- | 


| spite the fact that the industry’s use 
| of sugar is limited to 70% 

|year’s total of 60 million 
|Chicle is available, but supplies, like 


| those of coffee, are limited by ocean 
| shipping. 


\Elect Wetherell 
| W. T. Wetherell, of the 
| Bellingham, Wash., has been elected 
president of the Pacific Northwest 
Newspaper Advertising Executives’ 
Association. 
Star, has been named _ secretary- 
treasurer of the association. 


“WHAT WITH US RED 


RIVER VALLEY FOLKS 


PILING UP THE BIGGEST FARM INCOME 


IN HISTORY, ADVER 


TISERS USING WDAY 


ARE FINDING PLENTY TO CHEER ABOUT 


THESE DAYS!” 


FARGO, N.D.~5O000 WATTS~N.B.C. AND BLUE 
AFFILIATED WITH THE FARGO FORUM 


FREE & PETERS, NAT'L REPRESENTATIVES 


of last | 
pounds. | 


Herald, | 


Lem Cornfield, Seattle | 


| 


John Whedon, exec. v.p. of Lord & Thomas, and Theodore Weldon, 
account exec. with J. Walter Thompson, are willing to submit testi- 
monials to the pulling power of ApvEeRTISING Ace. A picture in the 
Nov. 30 AA showed “Mr. Whedon” enjoying a cocktail at a True Story 
party. The gentleman actually was Mr. Weldon, and both well-known 
admen have taken a ribbing from friends who were delighted at the 
transposition. . . 

Chick Allison, s.p.m. of WLW, Cincinnati, is still busting his gall- 
uses over the arrival of a second daughter, Nancy, on Nov. 15. 
Cpl. Henry Pardieck, formerly adv. mgr. of Fenton Dry Cleaning Co., 
Cincinnati, has been interned in 
Spanish Morocco where the 
plane he was flying made a 
forced landing. . . 

Mr. and Mrs. A. L. Shuman, 


ACCEPTS AWARD 


two of Ft. Worth’s respected 
citizens, will celebrate their 
50th wedding anniversary Dec. 


15 with an informal reception 
at the Ft. Worth Club. Mr. Shu- 
man is vice-president of the 
Star-Telegram, which he joined 
35 years ago—about a_ year 
after the paper began publish- 


a 
Mr. and Mrs. Harold L. Gold- 
man—he’s a.m. of the New 


York Sun—have announced the 
engagement of their daughter, 
Marjorie Ann, to Louis W. Gold 
of Philadelphia. Miss Goldman 
is a senior at the U. of Penn... 

Frederick W. Nichol, v.p. and 


T. V. Hartnett, left, president of Brown 
& Williamson Tobacco Corp., receives 
the first "Smash the 7th Column" award 


g.m. of International Business for an accident-free record of 12,077,468 
Machines Corp., was honored man-hours at the Petersburg plant. The 
by the Dallas Sales Managers award was made by C. £E. Woodward, 


Club at a luncheon of the Sales vice-president, Liberty Mutual Insurance 


Executives Club of New York. Co., on an NBC network program. 
The Texans gave Mr. Nichol a_ Liberty Mutual sponsors the halt-acci- 
scroll and honorary life mem- dents campaign. 

bership in their organization 

for his contribution to the 12th annual Southwestern Sales Man- 
agers Conference and “meritorious service to sales management 


throughout the nation.” The gentleman who presented the scroll to 
Mr. Nichols was the ol’ raconteur himself, genial Gene Flack of Loose- 
Wiles, who doubles as vice-president of the New York organization. . . 

Paul E. Kelly, formerly in McCann-Erickson’s Chicago office, is now 
Lt. Paul Kelly, newly-graduated bombardier. Arthur W. Scott, 
adv. and mdse. mgr. of Cunningham Drug Stores, Ltd., Vancouver, 
B. C., is telling friends he can hardly believe he and Mrs. Scott have 
been married 25 years. . . 

Fred Bohen, Meredith Publishing Company prexy, is just about re- 
covered from a siege that threatened to turn into pneumonia. . . Carl 
Gazley of the Audit Bureau of Circulations is finding a little extra 
time these days to pursue his hobby of collecting old and interesting 
newspapers, now that Mrs. Gazley is serving in the Waves. 

The sign of the stork has been stamped on Lee Cooley, director of 
the Good Will Hour at Ruthrauff & Ryan, New York. That bird is 
showering “good will” on everybody these days. 


CELEBRATING CHICAGO'S ‘SUN’ RISE 


Frank Taylor, executive assistant to the publisher, Silliman Evans, publisher, and 

Turner Catledge, editor, look over a copy of “America Fights,” special section 

reviewing the first year of the war. It was distributed with all Dec. 4 editions of 
the Chicago Sun, marking its first anniversary. 


It takes more than a touch of pneumonia to floor M. M. Karlan, 
production man for Hixson-O’Donnell, New York. In the hospital 
for several weeks, he is now well on the road to recovery. . 

On the sicklist is Richard J. Puff, Mutual network's chief statisti- 
cian in the sales promotion department He has been granted a 
year’s leave of absence. . . 

Publicity director of Station WABC, New York, “Dinty” Doyle, is 
in the Park East Hospital recuperating from an operation and will 
probably be back at his desk within a week. . . 

A novel way of boosting war stamp sales was instituted by Richard 
Manville, research director at Donahue & Coe, New York. Following 
his lecture at the Advertising & Selling course, he invited written 
criticism of the talk accompanied by a ten-cent treasury stamp, win- 
ner take all 

The bird with the long beak and gangling feet paid a visit on Dec. 
4 to William S. Rayburn, sales promotion, CBS, New York, and left 
son Richard Miller. . . 

At NBC, New York, Stanton Helffrich, continuity acceptance de- 


partment, also has a new son, Richard, born Dec. 6, at French 
Hospital. . 


Tire Inspection 
Copy Results in 
Warning from OPA 


New York, Dec. 9.— Indications 
that OPA is keeping a close watch 
on advertising used in connection 
with tire inspections were observed 
here yesterday in a statement issued 
by E. S. Ferguson, regional ration- 
ing executive, which declared that 
any advertising which infers that 
inspection of tires at a particular 


station will make it possible to get 
new tires without the usual consid- 
erations of eligibility, is not in the 
public interest and should not be 
published. 

Mr. Ferguson's statement was said 
to have been prompted by an adver- 
tisement of a large chain organiza- 
tion in an upstate New York city 
which suggested that customers 
utilize its tire inspection § station 
and that if tires were worn down, 
|customers should go to a ration 
board and get authorization to buy 
tires at that station. 

Tire inspection stations have no 
influence over rationing board 
}actions, except as their inspection 
|may show the need for new tires, 
‘he emphasized, adding that the 
choice of the tire inspection station 
makes no difference. 


National Distillers to Buy 
Italian Swiss Colony 

Confirmation of negotiations for 
ithe sale of Italian Swiss Colony, 
one of California’s oldest and larg- 
est wine makers, to National Dis- 
tillers Products Corporation was 
given recently by President Edmund 
A. Rossi of Italian Swiss Colony. 
The organization owns wineries at 
Fresno and Asti, vineyards near 
Asti, and warehouses at Los An- 
igeles, Chicago and New Orleans. 
|Mr. Rossi said his company will 
retain its identity and present man- 
agement. 

The deal follows closely Schenley 
Distillers’ purchase of Roma Wine 
Company, Central Winery and Co- 
lonial Grape Products Company's 
California plant at Elk Grove. 


Lalonde Joins Agency 


F. M. Lalonde, formerly’ with 
Richardson-MacDonald Advertising 
Service, Toronto, has joined the To- 
ronto office of McConnell, Eastman 
& Co. as account executive. 


Gets Telephone Account 


Northwestern Bell Telephone, 
Minneapolis, has appointed the Min- 
neapolis office of Batten, Barton, 
Durstine & Osborn to direct adver- 
tising. 


IS A KISS WORTH 
Ten Dollars? 


ISSES 


have been had for less but if 
shoot an advertising picture and 
upon a high class, pretty girl, you may h 
to pay her much We did, and it w 
d buy ecause it brings to hundreds 
busy EYE*CATCHER subscribers a subje 
that will give their advertising a shot 
irm. Why not learn about this 
newest bal % the advertising 
brings 100 new photo sul 
for only #5? Proo 
obligation 


EYE* CATCHERS, Inc. 


38th St 
York City 
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December 14, 1942 ADVERTISING AGE 41 
\effort makes a detailed announce- exist after victory should show evi- now for postwar buying of specific! ble, Chandler Murphy, advertising 
NAM Members Scout! ment of a Victory model plane im- dence of that faith by advertising goods, declined to comment at all on manager, Minneapolis - Honeywell 
| Possible now. its postwar products now insofar as the Kaiser talk. Regulator Company, Minneapolis, 

“We feel that our present ‘Family it is possible to do so. Blackstone Corporation, James- | pointed out. 
Wi d f Kai Car of the Air’ campaign has a “Americans believe 100°; that the town, N. Y., which is testing a “pre- “Our ‘buying in reverse’ campaign, 
iS om 0 alser morale value equal to complete dis- postwar world is worth fighting and ferred delivery” plan of merchandis- | begun in June, was among the first 
closure of the mechanical details,” sacrificing for,’ he continued. “But ing postwar washers and other ap- to stimulate thought of bonds as 
. Prentiss Cleaves, Cessna’s advertis- we can all help to encourage them pliances, said: “We believe that our investments for postwar planning 
ostwar utline ing manager, told ADVERTISING AGE. by giving them glimpses of what ‘Buy a war bond now’ campaign, |, while serving the country now, and 
Billings Approves awaits them when victory is won.) as it appears in Ladies’ Home Jour- received commendation from the 
(Continued from Page 1) We shall continue our post-victory | nal and Parents’ Magazine, speaks| Federal Housing Administration, 


: Full accord with the Kaiser pro- | product advertising in 1943, and are for itself as well as for us. Our atti- he said. “The FHA called it ‘thor- 
declaring that the industry was) posals was expressed by Earl R.! in accord with Mr. Kaiser’s remarks tude regarding Mr. Kaiser’s speech | oughly sound from an economic as 
having plenty of trouble getting | Billings, advertising and sales pro- concerning advertising and ear- can be summed up with Coolidge’s well as a social point of view.’ 


draftsmen and engineers to expand | motion manager, Pennsylvania Rub- marking of war bonds.” immortal statement, ‘I do not choose “The Kaiser plan may have some 
war production, without worrying) ber Company, Jeannette, Pa., who ‘ths Commune to run.’ In other words, we do not merit for manufacturers dealing di- 
about postwar models. He said that) told ADVERTISING AGE that “any e choose to comment.” rectly with consumers’ through 
Mr. Kaiser’s remarks might encour-|company which has faith in the D. C. Prince, vice-president, Gen- Experience with war bond cam- closely-knit dealer organizations, 


age manufacturers to divert part of | absolute certainty of victory for our eral Electric Company, a_ leader paigns in its own plants indicates but is impracticable for companies 
their effort from war work in the|Ccountry and our allies and in the among advertisers who have tried that a direct objective is more like Minneapolis-Honeywell, which 
hope of gaining a competitive ad- infinitely better world which is to to instill the idea of bond purchases appealing than something intangi- reach the public only indirectly.” 

vantage in the postwar market, and | 
quoted a statement made recently 
by C. E. Wilson, president of Gen- 
eral Motors, to the effect that “any- 
one who is able to produce a radi- 
cally new automobile within six 
months after the peace will have * 


been cheating during the war.” 


€ 


Kaiser Replies 


Declaring that he will be glad to 
take any extra designers and drafts- 
men off Mr. Kaiser’s hands, Mr. | 
Frazer said: “I wonder if he is using 
them to design pleasure yachts to be 
used after the war?” 

Informed of these remarks, Mr. 
Kaiser countered by asserting that 
“any good business man plans at 
least two years ahead and it’s too 
bad that Mr. Frazer won't begin 
planning today for tomorrow.” He 
added that he would be glad to 
engage in a public debate on post- | 
war planning with Mr. Frazer, and 
presumably anyone else. 

He asserted that it was hard to 
believe that all of the automotive 
industry’s technicians have been 
absorbed by the war effort, par- 
ticularly since limitation on war | 
expansion should be releasing some 
draftsmen and engineers. ‘Tell Mr. 
Frazer to come to me if he needs | 
any help in getting engineers,” he 
said. 

Motor company executives in De- 
troit, while unwilling to be quoted 
directly, expressed belief that the 
success or failure of the Kaiser plan 
would rest wita the public. 

“IT don’t believe people would 
purchase automobiles they have 
never seen and may not see for some 
time, nor would they know the 
cost,” one official said. He consid- 
ers the plan unfair to the motor 
industry and doubts if any company 
would venture to take such a step. 

The Automotive Council for War 
Production, which usually speaks | 
for the entire industry, has thus far 
taken no position on the Kaiser 
proposal. 

Another motor manufacturer, 
with headquarters outside Detroit, 
refused public comment on the issue 
but remarked that obviously the 
company was not “indifferent” to 
suggestions for postwar activities 


and to the desirability of postwar whose spending is abli ing unp e Mid An . alert 
planning. However, the company’s : 

Svlmay eeniath 4% the coemaed ta | wholesalers, jobbers and ailers. Reach them forcefully aie rgd peng se al 
with war production and a program | America’s two great ne 


of wartime dealer assistance. 
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Cessna Aircraft Company ex-| 
pressed its approval of the Kaiser | 
plan in principle, but pointed out 
that its total immersion in the war 


\j 


cre UALATUMAN on TIMES 


SARALEE DEANE 


Women's Editor 
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Modess in Bold 
Bid for Larger 
Share of Market 


Doubles Advertising 
in All-Out Attempt 
to Win Customers 


New York, Dec. 10.—Personal 
Products Corporation, in a deter- 
mined effort to win a larger per- 
centage of the sanitary napkin mar- 
ket for Modess and Meds, will 
shortly launch the most ambitious 
advertising and promotion cam- 
paign in its history, ADVERTISING 
AGE learned today. 

Although neither company offi- 
cials nor the two agencies involved 
—Young & Rubicam for Modess 
and Federal Advertising Agency for 
Meds—would discuss details of the 
precedent-shattering drive, which 
was unveiled at the Personal Prod- 
ucts sales force meetings this week, 
it was learned that appropriations 
for the campaign will be substan- 
tially larger on each product, pos- 
sibly even twice as large as this 
year’s. 

Copy will appear primarily in the 


No Burton Browns | 
client has a 
competitor with 
better advertising 


roe 
) vrentee sacra ( 
ba ( 


ADVERTISIN 


150 EAST SUPERIOR STREET 
CHICAGO + 


DEL. 3800 


same list of general magazines and 
|in other media which the company 
|has used in the past, but larger 
| space units will be the rule, with 
hard-hitting copy taking the sani- 
| tary napkin problem entirely out of 
'the hush-hush field, after years in 
|which promotion of this item has | 


become increasingly frank and} 
commonplace. 
After Larger Share 
There is no disposition on the 


| part of Personal Products officials 
| to disguise the huge new promotion | 


|as designed to wean a considerably |en’s magazines of all types, 
| larger portion of the market ooey | eae more general publications as 
sanitary | American 
and the leading | Weekly, 


| from Kotex, the 
napkin advertiser 
brand in the field. Trade sources | 
estimate that some 60% of the busi- 
ness now goes to Kotex, with about 
half that amount coming to Modess 
and all the other brands accounting 
for the remaining fraction. 

In anticipation of the all-out 
drive for a bigger share of the mar- 


original 


tising but greatly-intensified sales 
and promotion activities, Personal 
Products Corporation has aug- 
mented its sales staff considerably 
within recent months, particularly 
in the New England and Chicago 
territories. 

Modess advertising in 
magazines this year—the 
medium for the product -— 
slightly over $300,000 for the first 
11 months, and magazine expendi- 
tures for Meds, the company’s tam- 


national 
primary 


pon, ran about $140,000 during the 
same period. The total for the two 
new campaigns is estimated in 
the field to be somewhere near 
$1,000,000. 

In 1941 Personal Products Cor- 


poration is reported to have spent a 
total of $500,000 in magazines and 
newspapers, divided as_ follows: 
Modess, $365,000, with 
magazines and about $25,000 in 
newspapers; Meds, $135,000, with 
$120,000 in magazines and $15,000 
in newspapers. 

During the 


same year, Interna- 


\\ 


With hundreds of women, old and young, turn- 


ing to war work, Alice 


staff, wrote a series of articles on War Training 
courses sponsored by the government. Result—- 
enrollment in war training classes skyrocketed. 


Pittsburgh women are 
more money than ever 


PITTSBURGH WOMEN READ THE 


Pittsburgh 


Sun-lelegraph 


REPRESENTED NATIONALLY BY THE 


Seneff of our woman's 


earning and spending 
before and.... 


RODNEY E. BOONE ORGANIZATION 


ket, which includes not only adver- | 


totaled | 


tional Cellucotton Products Com- 
pany, maker of Kotex, spent ap- 
proximately $630,000 on Kotex, all 
of it in magazines, out of a total 
appropriation of $1,400,000, with the 
remainder devoted to Delsey toilet 
tissue, which is no longer being pro- 
moted because of paper problems; 


YOURE A 


to Fibs, International’s tampon, 
which got an appropriation of $72,- Then what have you 
000, and to Kleenex and Kurb 
tablets. L nless sou get every pound of dormant scrap out of 


| acid, 
| was 
| research 


| dent, 
$340,000 in| 


| 


F realignment. 


sour plant, you're failing in your duty as a citizen 
For that scrap metal is needed —to make the weap 
ons that will bring Victory 


One half of all new steel must be scrap. The light 


The Modess list this year has em- 
| braced about 20 magazines and 
groups, including most of the wom- 
plus 


household scrap that the American people so en- 
thusiastically gave cannot be used unless it is mixed 


Home, The American 

Better Homes & Gardens, 
| Household Magazine, Life, Parents’ 
|Magazine and This Week Magazine. 

The list will probably be much the 
same for the forthcoming drive, 
which will also be heavily promoted 
in the trade press. The Meds list | 
is similar, but was confined entirely | 
to women’s magazines this year. 


Bauer & Black Has © 
Substitute for | 
Sponge Rubber | 


Chicago, Dec. 10.—The ingenuity | 
of American industry, upon which | 
so much of the success of the war | 


THIS SPACE 
FOR 
PHOTOGRAPH ; 


NEW 


work 


A a casual glance, the wo 
shop of Katz & Ogesh, 446 


et, New Yor 
" 


OOth Stre k City, would 


tur a nas 

Biggest item was 4 seven ton safe 
which had been replaced but never 
removed. Three men dismantied 
this mass of tough steel in a record 
+ hours work 


the fem The 
their we as fe 
Now let's put the 
American bows 
Most spectacular was the 1,000 To help cove 
pound neon sign from the front of 
the building. Dim-out regulations 
made it impossible to use this sign 


the new sign 
sold to a ser 


KATZ & OGUSH 


SCRAP 3 TONS OF DIES 


ce ae ad O00 —were 
scrap ep 
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. all this scrap was 
ap dealer picked from 


BUSINESS PRESS INDUSTRIAL SCRAP COMMITTEE 


ROOM 3303, EMPIRE STATE BLOG., N.Y. C. 


CAMPAIGN AIMED TO U. S. PLANTS 
YOU THINK 


PATRIOT! 


done about SCRAP? 


with huge quantities of heavier metal 

You have that metal. You have the finest steel, 
in the heaviest pieces, in the greatest quantities. 
It's up to you to start that scrap on its way to war 
now Send for the scrap manual offered af the bot- 
tom of the page and get scrapping! 


YORK MANUFACTURERS 


the classified phone book. The 
safe, which was sll being depre 
crated, was written off, with suit 
able deductions allowed in the 
hrm s taxes 

David Lorentz, appointed Scrap 
Manager for this cleanup, reports 
that another two tons has since 
been earmarked for disposal. He 
says," Anybody could do the job we 
have done. We simply looked at 
this realistically. There's no sense 
keeping things around that we 
aren't using and can't use till after 
the war. Let's think about winning 
the fight first” 


ident of 


m to work for our 


effort depends, was illustrated again 
this week as Bauer & Black Division 
of the Kendall Company announced | 
the development of a substitute for 
sponge rubber. 

The new product, made of linoleic 
a derivative of vegetable oils, 
developed by the company’s 
laboratories, and was 
promptly presented to the rubber 
reserve section of the War Produc- 
tion Board by R. A. Whidden, presi- 
and P. F. Ziegler, director of 
research. 


If you have done a successful salvage 
job at your plant, sent details and pic- 
tures to this magazine. 


SEND FOR THIS SCRAP MANUAL TO HELP YOU 
TACKLE THE SALVAGE PROBLEM 


This is one of the advertisements drawn 
in helping raise the total 


Business Papers 
Plan Ad Series 
to Raise Scrap 


Chicago, Dec. 8.—In 


Received Enthusiastically 

The product was received enthusi- 
astically, the company reports. Both 
product and process are being made 
available to the government for the | 
duration, and information may be|with the industrial salvage branch 
obtained through the rubber re-|of the WPB Conservation Division 
serve section, WPB. The company|members of Associated Business 
reserves the postwar commercial! Papers will publish editorial and 
rights, which may be obtained | advertising copy in their papers to 
through patents. | get dormant scrap from the nation’s | 


The product, similar to sponge | industrial plants. Plans were pre- | 
rubber in many respects, has the sented to a meeting for midwest} 
property of vulcanizing directly to| members of the association, held 


many surfaces such as metals and 
plastics and has flex-cracking re- E. W. Greb, deputy director of 
sistance, which improves at lower! the WPB industrial salvage branch, 
temperatures — which is the direct| emphasized the need for scrapping 
opposite reaction of sponge rubber] all machinery, plant equipment, 
made from natural sources. The} tools, and dies which are incapable | 
product may be made in any thick-| of current or future use in the war 
ness and varying densities. | production effort, and which will 
No Material Bottleneck | provide the heavy scrap so essen- 
Credits toe doves = to | “al to the production of steel. 
a! —- = eleaar nad — Mar. The program will be carried out 
ae owe ay . cir era as part of the plans of the ABP) 
guerite Naps, of B&B’s laboratory, War Activities Committee headed 
working with the regional labora- i ¢ 
Abs . | by C. A. Musselman, president, | 
tories of the Department of Agri- Chi . 
= ae 1ilton Company, Philadelphia, to 
culture at Peoria, Ill. It seems that 
agin nectar plone ssc coordinate efforts of ABP members 
the new material will not run afoul ts old the Gar ceemem. Jeon ti. 
of the materials or machinery reef: |, * . —— 
ad ages ee On Van Deventer, president and editor, 
which hook so many _ promisins 
eager tsi The Iron Age, New York, is direct- | 
products, since the company note: inet Gam eniad 
that the product requires no new & the publicity campaign. 


here yesterday. 


Compeny seme — 
Company eddress ——E 


cooperation | 


>| collection 


BUSINESS PRESS INDUSTRIAL SCRAP COMMITTEE 


8OOM 2903, EMPIRE STATE BLOG. wT 


Pleere tend screp menue! 


Your seme _ - ————EE — 


up for use by Associated Business Papers 
of the nation's scrap pile. 


To launch the advertising can 
/paign, two page advertisement 
have been prepared to be run by al! 
member papers over the signatur 
|of the Business Press Industria! 
Scrap Committee, 3303 Empire State 
building, New York. The first of 
| these is headed: “There is No Ex- 
/cuse for Being a Scrap Slacker!” 
The text is in question and answe) 
|form, explaining what dormant 
{scrap is, how to organize for it 
in a plant, and how to 
dispose of it. Coupons may be used 
|}in requesting a copy of the WPB 
|scrap manual. 

The second advertisement follows 
through with: “You Think You're a 
| Patriot! Then what have you done 
‘about SCRAP?” Starting with two 
introductory paragraphs across the 
top, space is allowed for a case study 
of how some company in a partic 
j;ular industry served by the busi- 
ness paper carrying the copy did : 
'dormant scrap salvage job. Other 
|copy suggestions will be provided 
In addition, editors of business pa- 
|}pers will continue to run stories of 
|scrap salvage work in the fields they 
serve. 


-WRDW Increases Power 

| S§tation WRDW, Augusta, Ga., an 
|affiliate of the Columbia Broadcast- 
‘ing System, has increased its powe! 
jfrom 250 watts to 5,000 watts, day 
/and night. The station operates on 
an alternate frequency of 1490 and 
1480 ke. 


equipment or plant facilities, anc 
materials involved are at present 
available. 


Boston Symphony Sign 
The Blue Network and Boston 
Symphony Orchestra have signed a 
long-term contract and announced 
a 1942-43 weekly broadcast season | 


Blue Network and | 
| 


starting Dec. 26, with hourly pro- | 
grams to be aired at 8:15 p. m., | 
EWT, each Saturday night. 


The orchestra, non-union for sev- | 
eral years, recently signed a union | 
agreement with the American Fed- | 


eration of Musicians. A _ 145-sta- 
tion network will carry the new 
music series, with the Blue now | 


joining NBC and CBS in presenting | 
major orchestras weekly in a series | 
of sustaining programs. 


MacDonald Named VP 


John Haskell MacDonald, finan- | 
cial officer of National Broadcasting 
Company, has been elected a vice- 
nresident. Mr. MacDonald has been | 
associated with NBC since the early 
1930's and was named financial of- 
ficer in the recent organizational 


The ONLY NBC Station 
covering Syracuse and 
| Central New York 
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Integrated Effort 
Helps Solve War 


Manpower Problems ing them to put their names on the 


Connecticut Group 
Uses Advertising to 
Recruit Workers 


Meriden, Conn., Dec. 10.—How a 
carefully conceived and closely co- 
ordinated effort involving’ the 
United States Employment Service, 
the local Manufacturers’ Association 
and the local newspapers has suc- 
ceeded in appreciably bettering the 
manpower situation in Meriden and 
Wallingford defense plants, was 
outlined to ADVERTISING AGE today 
by George Morrison, advertising 
manager, International Silver Com- 
pany, who is publicity director for 
the campaign. 

Working together to solve the 
problem of siphoning manpower 
into local war industries, and with 


immediate | 
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the U. S. Employment Service office 
acting as the clearing house, the 
cooperating organizations have used 
newspaper advertisements’ daily 
since September, when an appro- 
priation was set up by the Manu- 
facturers’ Association, with larger 
display insertions appearing once or 
twice a week. 

Before the advertising began, 
meetings were held with the per- 
sonnel departments of plants in the 


area engaged in war work, to deter- | 


mine their requirements and to 
tailor the campaign to fit their 
needs. Excellent cooperation has 


been received from the newspapers, | 


which have given the campaign a 
great deal of publicity, including 
display lines across the top of the 
front page. Results to date have 
been excellent, according to Frank 
Geiger, manager of the U. S. Em- 
ployment Service in Connecticut. 


Goes Ahead on Own 


“One of the suggestions of the| 


War Manpower Commission,” Mr. 
Morrison told ADVERTISING AGE, “has 
pointed out that since each local 
problem is different, these problems 
could best be solved by the initia- 
tive and work of local people. We 
have gone ahead on this idea with- 
cut waiting to see how others were 
going to do the job.” 


While the campaigns in Meriden | 


and Wallingford have been com- 
paratively small in scope, they are 
being consistently stepped up as 
time goes on, Mr. Morrison said. 
The real job of getting workers, 
»wever, will come in 1943. 

To date, insertions have consisted 


New A.C.A. Directory 


READY IN DECEMBER 


A quarterly pub- 
leation showing 
the work cf free 
lance artists, to- 
gether with their 
names and ad 
dresses. A great 
variety of select 
ed art talent for 
the art buyer 


ORDER NOW? ony core en 


four volveble copier 


ASSOCIATED CHICAGC ARTISTS, INC. 


Dept. AA, 840 NORTH MICHIGAN AVE. CHICAGO, ILL 


/ mainly of reader-type copy aimed | 
‘at both men and women. One in-| 
|sertion from the Meriden Record, 
Nov. 5, is headed, “Do You Want 
| Victory Enough to Fight for It?” 
| Another has been fired point-blank | 
|}at women in the home, sweethearts, 


‘women’s roll of honor” by getting 
'a war job. Im all cases, applicants 
were directed to the United States 
Employment Service. 
| Significantly enough, directors of | 
|the employe enlistment effort have 
not overlooked the tremendous 
| striking power of women in indus- 
‘try today. Previous insertions have 
/commended and cited them for ex- 
ceptional skill shown. Also strongly 
|}emphasized were the recent federal 
rulings which indicated that mar- 
ried men’s draft status will not be 
affected by wives taking jobs. 


Aims Squarely at Women 


An advertisement just released 
| swings even more towards the place 
of women in war industry and is 
| built around the head, “Total All- 
Out War Needs the Total All-Out 
|Help of Women.” It points out that 
many women hesitate to accept a 
factory job due to their lack of 
experience, but insists that this is 
unimportant. “Besides being skill- 
ful, they are loyal and dependable 
and excel in tasks that require | 
sharp eyes, suppleness of wrist, | 
delicate touch and exactness,” the | 
copy says. The regulation adopted 
| Nov. 14 by the Secretary of Labor, 
|lowering the age limit of women} 
eligible to work at war jobs from | 
18 to 16 years, has been prominently | 
featured. 


| Plan Extensions 


Plans are under way to extend the | 
campaign to include use of booklets, | 
| newton and movie trailers, and the | 
setting up of machinery for com-| 
| plete registration of all potential 
| workers, Mr. Morrison said. 

| The drive has been so successful 
| that Fred Wile Jr., assistant director | 
lof information for the War Man- 
| power Commission, has asked for a 
'complete report on its operation, so 
that details may be supplied to vari- 
ous field offices of the WMC for) 
possible adaptation to their com-| 
munities. 


Airline Fares 
of Future Are 


Featured in Copy 


(Picture on Page 47) | 


Angeles, Dec. 10.—Graphi- 
portraying “The tomorrow | 
|you're fighting for,” Western Air | 
| Lines has launched a new campaign | 
featuring the air travel of tomor-| 
row. Airline fares to Calcutta, | 
| Moscow, London and Jap-held Hong 
| Kong, add realism to the future- 
| looking copy. 

| The series is to appear in all Los 
Angeles newspapers, as well as 
dailies of all on-line cities from San 
Diego to Lethbridge, Canada. The 
|same copy is scheduled for Ameri- 
can Aviation, United States News 
and Western Flying. 

Painted bulletins and 24-sheet 
posters in the Los Angeles metro- 
politan area give a shortened ver- 
sion of the same theme. Copy, for 
example, includes an explanation of | 
the $156 fare to Hong Kong. It is 
figured on the “possible rate of 2) 
cents a mile, as based on present | 
air developments.” 

The company’s 17 years of flying | 
experience are touched on briefly, | 
with the slogan “America’s Pioneer 
Airline.” Advertisements pay little 
attention to the historical past, how- 
ever, but deal with the develop-| 
ments which would be available 
should the war soon be finished— 
the practicability of glider trains) 
and glider pick-ups, long distance | 
stratosphere travel and _ other| 
“dream stuff” of only a few years | 
| ago. 

West - Marquis, 
handles the account. 


Los 
| cally 


| 
Los Angeles, | 


Gibson Goes to Rex | 


Walter E. Gibson, formerly adver- 
|tising manager of Swartzbaugh Mfg. 
Company, Toledo, has joined the | 
advertising staff of Detroit Rex | 
| Products Company, Detroit. 


jtion, back 


Private Lines _ 


| 


There are intangible but nonethe- | 


less real signs that the broadcasting 
industry, known for its bitter inter- 


necine battles, is preparing for an/ 


era of internal sweetness and light. 
With the National Association of 
Broadcasters having weathered a 
series of storms which would have 
sunk any ordinary trade association 
long since, it would not be too sur- 
prising to see a number of stations 
—and even a network—which have 
been bitterly critical of the associa- 
in the fold some 
next year. 
” * x 


In case you didn’t know, Sherman | 


K. Ellis & Co. is now 
mima soups. Nothing’s cooking at 
the moment, but promotion plans 
are under discussion and 
completed in the next few weeks. 
+ a * 

Advancing office hours, as advo- 
cated by the ODT, have made sev- 


eral North Bank Chicago agencies | 


shift their hours to 8:30 to 4:30. 
Among them are Lord & Thomas, J. 
Walter Thompson Company, Guen- 
ther-Bradford & Co., and Sherman 
& Marquette. Arthur Meyerhoff & 
Co. opens at 8:15, closes at 4:45. 
Others may fall in line. 
* of * 


Some of the boys in the dentifrice 
field are getting annoyed again over 
Teel’s copy. Originally toned down 
considerably from the fighting stuff 
with which it began, the current 
campaign seems to be getting 
tougher and tougher; for instance 
the current magazine ad that says: 
“You can’t grind beauty into teeth,” 
and goes on to assert that “recent 
studies at a leading research foun- 
dation clinic disclosed these startling 
acts: Of all patients examine: 
‘egularly brushing teeth with popu 
ar dentifrices, 58% actually brushe 
‘avities into softer parts of teeth...’ 


time | 


handling | 
/Quaker Oats Company’s Aunt Je-| 


may be| 


,|new standard typewriters and the 


You can assume that sooner or 
later this sort of thing will cause 
_an outburst somewhere. 
* * ~ 

At this point, Allis-Chalmers Mfg. 
Company still retains J. Stirling 
Getchell as its agency. Rumors to 
the contrary, the account has not 
been placed with Compton Adver- 
tising, and there is considerable 
jockeying among agencies which 
would like to have the big Milwau- 
kee industrial company’s billing. It 
may not be a deterring factor, but 
Compton—long on packaged con- 


sumer products accounts—has no} 
heavy industrial account in_ its 
stable. 

Y * * } 
| As a result of the WPB order | 


portable 


typewriters in the hands of Reming- | 


| 


| unfreezing 7,000 Envoy 


; ton Rand, as well as the thousands 
lin the hands of dealers, a numbet 
of department stores and other re- 
| tailers got in hot water with local | 
|OPA officials when they put the| 
| machines on sale. Some of these | 
offices did not know of the ruling, 
and were at first inclined to feel! 
| that the rule had been violated. It) 
|took Washington intervention to | 
straighten them out. 


These portable models, it was de- | 
|cided, were unsuitable to the needs | 
‘of the government and were there- | 
fore made available for private pur- | 
|chase. OPA also reduced their 
price from $44.50 to $40. Both Rem- | 
ington Rand sales offices and deal- | 
ers reported that they went like hot | 
| cakes, in view both of the lack of | 


| way the Treasury has been cleaning 
surplus machines out of 
offices for government use. 
+ oe oo 


business 


James C. Petrillo will be at a dis- 
|}advantage when he appears Jan 12 | 
as the first witness in the Senate's | 
quiz into the AFM recording ban. | 
|Letting the accused speak before 


the accusers is an old Senate trick. 
* . . 


Sentiment for government paid 


| advertising on a limited “task force” 


basis is growing rapidly in Wash- 
ington. OPA administrators are 
much impressed by Britain’s suc- 
cess with rationing advertisements, 
although OPA’s deputy administra- 
tor, Bob Horton, former news chief 
of OWI, is still an advertising op- 
ponent. 
> 2. = 


OWI's’ overseas’ branch, 


which 


|was taken over from the Donovan 
| Office of the Coordinator of Infor- 


mation in June, is undergoing a 

thorough. reorganization. The 

shakeup may include resignation of 

Playwright Robert Sherwood, chief 

of the branch. 
* « * 

Elmer Davis is still “too busy” 
with administrative work to return 
to the air as a government spokes- 
man. When he does, early in 1943, 
he will limit his discussions to 
“background” and “interpretation,” 
giving his former competitors on 
NBC, CBS, Blue and Mutual first 
crack at all spot news. 


* * . 
Although both newspapers and 
broadcasters are listed as “essen- 


tial” under WMC’S manning table 
plan for orderly withdrawal of 
workers from industry, only a few 
jobs are listed as critical. They 
are mostly technical, save for man- 
aging editors. 


MARIA KRAMER 
HOTEL 
| HOME with every comfort 


and not a care... 


vor LINCOLN 


44th to 45th Street at Sth Ave. | 


Spacious R 
1400 Privale bait & Rade wo 


John L. Horgan, Gen. Mgr. Cl 6-4500 
Special Rates to Men in the Armed Forces 


' 
| 
| 


the Building Market" —our new book of 


facts and figures about 
future building market. 


os Chicago 
are being 


Write for your copy of "A Bifocal Look at 


the current and 
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Roy Henderson 
Given Food Post; 


Industry Reassured 


Worsted Fabric Quotas 
Boosted; Production 
of Soap Hit 


Washington, D. C., Dec. 10.—Food 
Administrator Claude Wickard to- 
day named Roy F. Henderson, 39- 
year-old administrator of the De- 
partment of Agriculture’s Agricul- 
tural Marketing Administration, 
chief of food administration. 

The secretary of agriculture, who 
had himself been delegated broad 
powers over food production and 
distribution by presidential order 
less than a week ago, set as his goal 
the organization of “a national as- 
ae sembly line” in the production and 
s distribution of food. 


_ Returning from a week’s flying 
“ tour of the West, in which he in- 


formed farmers of the 1943 produc- 
tion for victory goals, Secretary 


OU know that detours are 
always irritating, generally 


costly — and sometimes the 
cause of serious loss .. . Why 
suffer these handicaps in 
your printing or other produc- 
tion needs? Why have your 
printing continually detoured 
—one place for engravings, 
another for type-setting, some- 
where else for presswork? .. . 
When you put selling vehicles 
on the straight, smooth, fast pro- 
duction route—Faithorn 3-in-1— 
you avoid all detours. Your jobs 
bowl merrily along; arrive on 
schedule — clean and hand- 
some, fit to carry your sales mes- 
sage with honor . . . You'll get 
convincing testimony if you write 
us for the names of executives 
we serve and samples of the 
productive work we are doing. 


For many years 
Finchley has 
used FAITHORN 
ee 3-in-one complete 
Sag . service. You, too, 
can now enjoy its 
many advantages. 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


tevin 
You can use one orall,justas you wish, 


but all are here, ready to serve you... 
Speed,economy, satisfaction assured. 


FAITHORN 


CORPORATION. 


Telephone Wabash 7820 
804 SHERMAN STREET 
CHICAGO 


é DAY AND NIGHT SERVICE 


|Wickard allayed fears that saverine | 


|ment power over food would mean 
‘radical changes in distribution and 
marketing. 
Only Necessary Changes 
| 
| “It is true, of course, that the war | 
| will bring many changes,” he said | 
in a recent statement, “but these | 
changes should be made only where 
they are necessary in the execution | 
of a sound food policy for the na-| 
tion. 
“By and large the food industry | 
‘is well organized and efficient, and 
|for these reasons it should be in- 
_terfered with as little as possible in 
|the execution of a wartime food 
| program. I for one have no inten- 
| tion and no wish to fasten govern- 
;}ment controls in perpetuity upon 
|the food industry.” 
| Secretary Wickard designated H. 
|Parisius, associate director of the 
department’s Office of Agricultural 
War Relations, as food production | 
administrator. | 


Fabric Quotes Up 


The WPB Thursday boosted al- 
lotments of worsted fabrics for ci- 
vilian consumption in 1943 to 60% 
above the current quota. The ac- 
tion was taken to insure adequate 
clothing supplies for next fall, and 
|to keep manufacturers intact dur- | 
jing the slack season of military 
production. 

Two moves curtailing production 
of soap, one of the largest classifica- 
tions of national advertising, were 
forecast today by WPB officials fol- | 
lowing a meeting of the soap and 
glycerin industry advisory commit- 
tee here on Dec. 2. 


| 
Foreign Demands Increase | 
The amount of oils available for | 
soap manufacture will be curtailed 
by rapidly increasing demands for 
edible fats and oils to help feed 
Russia and Great Britain. Demands 
for oils and fats, meat, and grain 
far surpass stocks on hand, it was 
stated. In spite of increased pro- 
duction of peanuts, flaxseed, cot- | 
| tonseed, hogs and soy beans, there | 
|}will not be a sufficient supply of | 
| edible oils to fill domestic and lend- 
lease needs. The current butter 
| shortage will also drain supplies. 
|The glycerin situation is growing 


| more critical, but not so critical that | 


| glycerin for war purposes must be 
met from edible oils. 

The industry advisory committee 
| was also asked to study a question- 
| naire prepared by the chemicals di- 
| vision of WPB as a preliminary step 
|to zoning the country to eliminate 
| unnecessary cross-hauling by re- 
|stricting movements between zones. 

The soap makers were asked to 
submit the questionnaire to their 
research and transportation depart- 
ments before it is sent to the in- 
dustry. A committee was named to 
consider and report on elimination 
of unnecessary cross hauling, and 
the shifting of production to non- 
critical manpower areas. 

The same committee will study 
curtailment of use of paper and 
paperboard in packaging, especially 
conservation of paraffin through 
possible elimination of wax-coated 
paper wrappings for soap. 


Gifford Elected Head 
of Schick Razor 


K. C. Gifford | 
has been elected 
|president and 
general manager 
and a director of 


|\Schick, Ine.,, 
Stamford, Conn. 
Wallace Clark, 


Washington, 
D. C., and Paul 
| E. Holden, Palo 
| Alto, Cal., were 
also elected to 
| the board of di- 
| rectors. 

Mr. Gifford for 
|the past three years has been vice- 
| president in charge of sales and ad- 
vertising for Schick. Previous to 
that he was general sales manager 
for Toastmaster division of Mc- 
Graw Electric company. 


K. C. Gifford 


|Ambro Adds Martin 


| Glenn E. Martin, formerly classi- 
\fied advertising manager of the 
Gazette, Cedar Rapids, Ia., has 
joined Ambro Advertising Agency, 
‘Cedar Rapids, as production man. 


New Gas Ration 


OFFERS BUDGET CARD 


FREE! GET YOUR MARATHON 


me rates for this department are 
ip Wanted,” 
cash with order. 


$4.76 per inch. 


“Positions Wanted,” 
a tpg Available,” 30 cents a line, 


as follows: 
“Representatives Wanted,” 


and 


minimun charge $1. Terms 


AU other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


WANTED 
ADVERTISING ASSISTANT—A na-. 
tional aviation company has a 
in its advertising department for ; 
alert, experienced advertising assist- 
ant. State qualifications in detail, a 
cluding full record of education, ex- 
perience, draft status, etc. 

Box $875, ADVERTISING AGE, 
Advertising Salesman for trade pub- 
Heation—oldest in field in which pri- | 


HELP 


cn ren 
rows cae 
owe 


Chgo. 


Newspapers in the territory served by | orities are high. State experience. | 

Ohio Oil Co. last week carried this large- Commission but reasonable aid to 
; H | Start. 

space advertisement which offers motor- _ Box 3876, ADVERTISING AGE, N. Y. 


ists a free mileage ration budget card, 
available at Marathon stations. 


Ohio Oil Offers 


Technical trade paper serving indus- 
trial field seeks energetic, advertis- 
ling sales promotion minded man to 
prepare layouts, write copy and han- 
| dle makeup; familiar mechanical | 


production printing art, ete. Good op 
portunity in rapidly expanding indus 
try. In reply state experience in de 
il. 

30x 3879, ADVERTISING AGE, Che: 

POSITIONS WANTED 

Have you an opening for an advertis 
ing manager or a sales manager ca 
pable of carrying most of the sale: 
load himself? Have taken two com 
panies out of the red. Have had ad 
vertising agency training, too. 
space buyer, new business man and 
account executive. Contacted an ad 
vertiser who spent $700,000 annuall) 
for five years. Now advertising man 
ager of two weekly papers—both ar: 
way ahead of last year despite th: 
OPA restrictions. 

Box 3877, ADVERTISING AGE, N. \ 


Clarence Roberts, 
Noted Farm Paper 
Editor, Dies at 52 


Oklahoma City, Dec. 8.—Clarence 
Roberts, editor of the Farmer- 
Stockman, died here Dec. 4 at St. 
Anthony Hospital. He was 52. 

Mr. Roberts, who has been with | 
the Oklahoma farm paper 


Budget Cards 


Findlay, O., Dec. 10.—Concluding 
a 1942 advertising program which 
represents one of its most extensive 
regional campaigns to date, Ohio 
Oil Company this week released 
1,500 and 1,000-line copy to news- 
papers featuring a free mileage 
ration budget card. 


the sheet and tinplate company was 
consolidated with Carnegie-Illinois 
in 1936. He had served as a director 
of the Association of National Ad- 
vertisers, and the National Indus- 
trial Advertisers Association. He 
was a past president of the Pitts- 
burgh Advertising Club. 


CHARLES W. MEANS 
Cleveland, Dec. 9.—Charles Wil- 


Announcement copy is being car- 
ried in 34 dailies in the territory 


; since | jard Means, first automobile adver- 
1916, became ill with asthma more |tising manager and author of many 
than a year ago, but was believed to | advertising books, died here at the 


served by Ohio Oil, including Ohio, 
Indiana, Illinois and Kentucky. 
Auto drivers in the area are told to 
get the cards free at all stations 
which sell the company’s Marathon 
brand gasoline and oil. 

The pocket-size cards, printed in 


be recovering until he again be- 
came ill Nov. 20. 

After working his way through 
Oklahoma A & M College, he be-| 
came a county agricultural agent, | 
joining the Farmer-Stockman Jan. 
1, 1916, as field man and associate 


a ay = Repro Pag cre penn to editor. He had been editor for the 
valance their ration book allotments past 14 years. 


with their own estimates of driving 
requirements. Student of Marketing 


Stockton, West, Burkhart, An ardent student of cooperative 
cinnati, is the agency. marketing, Mr. Roberts spearheaded 
|the movement which ended in the 
| founding of the Oklahoma Livestock 
| Marketing Association in 1931. The} 
| National Commission Company and | 

The Michigan supreme court has|the National Livestock Credit Cor-| 
reversed the conviction of Martin| poration are outgrowths of  this| 

J. Lavan, former legal adviser to| organization. In 1937 he was named | 
George T. Gundry when he was|a director of the Oklahoma branch | 
|state auditor general, and Hyman 
Levinson, Farmington weekly news- 
paper publisher, on charges of 
fraud in connection with the 1938 
— tax sale advertising in Oak- 
‘land County. The two men were 
| sentenced a year ago in circuit court | ALEXANDER N. COOK 
to serve 115 to 5 years in prison. | Larchmont, N. Y., Dec. 8.—Alex- 
= arrest, growing out of a| ander N. Cook, former advertising 
ee — ' investigation of state ‘and sales promotion manager 
| affairs, resulted from charges that Bigelow-Sanford Carpet Company, 


James Little, publisher of the Pon- | 3. : , 
tiac News, was to hav ~ al died at his home here after a week’s 
aoe, Was Se neve Seen paid Mr. Cook had been con- 


$7,600 for circulating part of Oak- | illness. 


Cin- 


Michigan Court Reverses 
Lavan Conviction 


|in Oklahoma City and in 1939 


sas City. 


land County’s tax list, but that Mr, | nected with the carpet industry for) 


Lavan and Mr. Levinson converted |more than 55 years, his experience 
' $2,600 of the sum to their own uses./dating back to the Lowell Mfg. 
Mr. Little was an associate of Mr.|Company, forerunner of Bigelow- 
Levinson and Charles S. Reed, pub- | Sanford. 
a of the Rochester Clarion, in| — 
the venture. Mr. Lavan had charge | 
of the advertising distribution. The | HARRY V. JAMISON ' 
court said unanimously that the|_ Pittsburgh, Dec. 9.—Harry  V. 
money in question never was the|Jamison, formerly an advertising 
|property of Mr. Little, and, there-|executive with Carnegie - Illinois 
fore, Mr. Lavan and Mr. Levinson | Steel Corporation and chairman of 
could not be guilty of fraudulently |the advertising committee 
;converting it from him. 'United States Steel subsidiaries, 
grerres 2 | died here today. He was 65. 
To Ivey & Ellington | A former newspaperman, 


Mr. 


John J. McLaughlin, formerly di- | Jamison joined the American Sheet | 


rector of the bureau of information|& Tinplate Company in 1904 as 
|for the Bell Telephone Company | advertising manager. Continuing 
| and the Diamond State Telephone! with the company, he joined the 
|Company, both of Pennsylvania, has|C-I advertising department when 
joined Ivey & Ellington, Inc., Phil- | 


of the 10th Federal Reserve bank | Philadelphia, O. 
a| was 
director of the parent bank in Kan- circles and was formerly secretary- 
‘treasurer of the Ohio Select Lis! 
| Two sons, Frank, advertising direc- 
'tor, and John, circulation manager, 
fare on the Advocate staff. 


ans 


age of 68. In 1903 the Winton 
Automobile Company named him 
advertising manager and gave him 
$100,000 to spend on advertising—a 
titanic sum in those early days. 


HENRY J. PETERSON 
“Milwaukee, Dec. 8.—Henry J. 
Peterson, 72, formerly a salesman in 
the feature advertising department 
of the Milwaukee Journal, died here 
ec. 4. He was with the Journal 
from 1924 to 1938, when he retired 


CHARLES H. SPENCER 
Newark, O., Dec. 10.—Charles H 
Spencer, owner and publisher of 
the Newark Advocate, was fatally 
injured yesterday when his auto 
collided with a truck near New 
Mr. Spencer, 72, 
in newspapet 


widely known 


uw, HARRY J. SCHNE 


| South Orange, N. J., Dec. 8. 
‘Harry J. Schnell, president of 
‘Schnell Publishing Company, New 
/York, publisher of Oil, Paint and 
Drug Reporter and National Paint- 
ers Magazine, died in the Orange 
|'Memorial Hospital Nov. 29 after « 
short illness. Mr. Schnell had been 
associated with Schnell Publishing 
Company, formerly Allison Publish- 
ing Company, for 52 years and be- 
came owner of the organization 
1941 after the death of William © 
Allison. 


of the| 


Now Ransome 
Machinery Company 
Ransome Concrete Machiner) 
Company, Dunellen, N. J., hi 
changed its name to Ransome M: 
chinery Company. There has been 
no change in management or proc 
ucts. 


adelphia, as director of public rela- 
tions. 


Publishes Tax Guide 

A new-style income tax guide, 
with simple item-by-item instruc- | 
tions, will be published Dec. 21 by | 
World Publishing Company, Cleve- | 
_land and New York, to sell for 25) 
cents. “The Simplified Guide to| 


13. 


in proportion than 


WCOP - REPRESENTED by 
HEADLEY-REED CO. 


WCOP has grown faster in sales and audience 


any other Boston station. 


Your Income Tax” will be backed | 
by a special promotion campaign. 
using display advertising in leading | 
metropolitan newspapers. News- | 
paper mats and display material are 
lavailable for local promotions. 


MONTREAL 


TORONTO 
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Best's Stirs Up 
Tempest with Ban | 
on Night Openings — 
| New York, Dec. 9.— Best & Co., | 
prominent Fifth Ave. store, has| 


started a minor tempest in retail 
circles here with an advertisement 


OPA Launches Suit 
Against Big D. C. 
Department Store 


| 


Washington, D. C., Dec. 10.—/in local dailies the other day say- 
Charges that the OPA is penalizing | ing, “This makes sense: No more 
honest merchants by hasty prosecu- | night openings for Best’s,” and in 


tions followed close upon the heels 
of the Price Administrator Hender- 
son’s injunction suit charging the 
Hecht Company, Washington’s larg- 
est department store in the low- 
price range, with violating “virtu- 
ally every obligation and duty” | 
imposed by the General Maximum 
Price regulation. 


general questioning the wisdom of 
night hours for retail stores. 

Inasmuch as all other stores are 
in the midst of their usual holiday 
|season, in which night hours seem 
to be the rule rather than the ex- 
ception, the pronouncement caused 
a flurry in retail circles, but thus far 
has not resulted in any change of 


Judge Matthey McGuire in fed-| store hours on the part of other 
eral district court granted a tem- stores. Retailers point out that 
porary order restraining the depart- | Best’s may be right in not opening 
ment store from violating GMPR {at night, because very few war 


provisions, and set hearing for a 
preliminary injunction for Dec. 11. 

The OPA complaint charged the 
Hecht Company with failing to fol- 
low the methods prescribed for de- 


workers do their shopping there, but 
that other retailers are finding night 
hours exceptionally productive and 
helpful to shoppers. 


Slams Night Openings 


termining ceiling prices; posting | 
ceiling prices higher than _ those | “Look,” Best’s said, “this is just 
permitted; selling commodities at) 4 matter of common sense. Night 


prices above ceiling; failing to keep | openings are primarily to give war 
prescribed records; failing to file) Workers a chance to shop. In our 
cost-of-living statements with the| 4»inion New York is not primarily a 
OPA; and failing to keep its state- 


ibe Pe war boom-town. Night openings 
ment of cost-of-living commodities re not only unnecessary here, but 


up to date. they’re tough on our store’s em- 
NRDGA Steps In 'ployes. They make it even tougher | 

. . ‘for us to keep a complete staff, | 
Irving Fox, counsel for the Na- 100% efficient, to help you. Night! 
tional Retail Dry Goods Association, openings use extra precious light 


issued a statement on the behalf of 
the defendants, stating that OPA! 
regulations are so involved that even 
the agency’s officials cannot inter- | 


and heat that we believe we should 
save for the war effort. 


“Easy to see, isn’t it? Well, we're 


' going to do something about it! No 
pret them. | : . : = for Best’ 
, |more night openings fo1 est’s. 
Mr. Fox further charged that Shop all day, every day Shop 
5] ic ; P i4c ray >T) = 7 ™ a ° et ‘ 
OF A is going out of its way to pene! early ... and carry your packages 
alize honest merchants by taking "you'll be helping the war 
hasty action against unintentional effort m, 


price ceiling violations. 

Charles P. Dulcan, vice president | 
and general manager of the depart- 
ment store, said that the suit had 
implications for every other depart- 
ment store and small retailer in the 
country. He said that the store had 
offered its services as a test tube or 
guinea pig for ironing out complexi- | 
ties of the regulation, and had tried | ee 
sincerely to comply as nearly 100% -Capudine Denies 
as possible. FTC's Charges 

Capudine Chemical Company, 
Raleigh, N. C., one of five makers 
of headache remedies cited in FTC 
complaints charging “false and mis- 
\leading advertising” in October, has 
filed an answer alleging that the 


And then, to top it off, came this | 
final paragraph: 

“All Best’s stores are going to be 
closed the Saturday after Christmas 
and the Saturday after New Year’s 

. we'll give our employes a well- 
earned holiday . . . at a time when 
you'll need their services least.” 


To Personal Products 

W. H. Watt has joined the sales 
staff of Personal Products Corpora- 
tion, Milltown, N. J. Mr. Watt was 
formerly assistant to the publisher 


of Philadelphia Suburban News-/|commission’s complaint is based on 

papers, Inc. unconnected excerpts which are in- | 
aepeignets 3° santa complete and untruthful  repre- 

Name Duane Lyon \sentations of their advertising. 

: . / An answer to charges that its ad- | 
Armine & Michael Campagna, | J ortising of Hick’s Liquid Capudine 
builder’ yo 4 & eo”, reetentoee does not. reveal the _ potential | 
loans; and Siegel & Co., investmen dangers that might result from 
securities, all of New York, have loverdoses, the company claims that | 
named S. Duane Lyon, inc., New | the product is safe and harmless 
York, to direct advertising. ‘under the conditions prescribed in 

“a its advertising and labeling and 
Gets Sperry Account /customary and usual usage, and 
Sperry Corporation, New York, | that to include warnings of the 
has appointed Young & Rubicam, dangers of continuous excessive 


dosage would be false and alarming 


New York, as its advertising coun- we ; 
‘and injurious to the public. 


sel, 


ADVERTISING AGENCY WANTS PUBLICITY MAN = | 


| 
As addition to small, news-trained publicity staff of 
rapidly growing, medium-sized agency, whose clients 
include several of country’s leading industrial cor- 
porations. Definite prerequisites include news sense, 
knowledge of news channels, ability to write, and 
venuine interest and belief in American business. 
Only slightly less desirable are general (not tech- | 
nical) knowledge of corporate practices and proce- 
dures. and the ability to handle self well in dealing 
with executives. Duties of department include not 
only news releases of financial, product and other 
types, but also internal publicity (largely connected 
with war effort) addressed to employes. News han- 
dled as news, not puffery. Write Box 3878, Adver- 
tising Age, stating in complete detail training and 
experience, other qualifications, age and draft status. 
salary requirements, reasons why this job appeals 
to you. 


| Woodbury 


the 
| Sundays at 6:30 p.m., CWT, on 131 
_NBC stations, effective Jan. 3, 


BIDS FOR TRADE 


MAKE YOUR COFFEE 


go twice as far 


Mix it with delicious 


thee he ome oe ation 


. 
Mt Tour Grocers Hight Mow! 
nto tor PLLS Pac oe te 


wee 


Roasted ond Packed by 


Jewett & Sherman Co., Milwaukee, is 

using large-space newspaper copy to 

promote its new Plus cereal beverage— 

either with coffee or as a “straight” 
drink. 


Carnation Renews 
for 13th Year on 
NBC Network 


New York, Dec. 8.—The “Carna- 
tion Contented Program” will begin 
its 13th year of broadcasting with 
the Monday evening show, Jan. 4. 
Erwin, Wasey & Co. renewed the 
contract for its client, the 
tion Company, Milwaukee. 

The show aired from 
10:30 p. m. over 63 stations of the 
National Broadcasting Company 


Carna- 


is 


Jergens Expands Net 


Andrew Jergens Company will 
take on the full 126-station network 
of NBC when “Adventures of the 
Thin Man” is replaced on Dec. 30 
by “Mr. and Mrs. North” for 
face cream and_ face 
powder. The program is_ heard 
Wednesdays, 8:00 to 8:30 p. m., 
EWT. Lennen & Mitchell is the 
agency. 

Chicle Renews on Coast 

American Chicle Company, Long 
Island City, N. Y., has renewed Bill 
Henry, news commentator, on six 
NBC Pacific Coast stations, effective 


Dec. 30. Henry is heard Wednes- 
days, Thursdays, and Fridays at 
5:45 p. m., PWT. His Saturday 


broadcasts will be discontinued after 
Dec. 26. Badger & Browning & 


| Hersey, Inc., directs the account. 


Drops “Against the Storm” 

Procter & Gamble will no longer 
sponsor “Against the Storm.” At 
the request of the authors, Sandra 
and Gerda Michael, P & G dropped 
the contract, and plans have been 
made to substitute the “Snow Vil- 
lage,” written by William Ford 
Manley. No other change has been 
made in the program which is aired 
Monday through Friday, 11:30 to 
11:45 a. m., EWT, over NBC. 


Wrigley Renews “Line” 


Wm. Wrigley Jr. Company 
renewed “The First Line,” 
dramatic series assigned 
Navy by the gum maker. The pro- 
gram is heard Thursdays over 
CBS network from 9 to 9:30 p 
CWT 


has 
weekly 
to the 


a 
m., 


Feen-A-Mint Renews 
Feen-A-Mint has renewed “Dou- 
ble or Nothing” for 13 weeks over 
207 Mutual stations starting Dec. 25. 


| The quiz show is aired Fridays from 


9:30 to 10 p. m., EWT. William 
Esty & Co., New York, is the agency 


'F. W. Fitch Company Signs Again 


F. W. Fitch Company has renewed 
Fitch Bandwagon, broadcast 


1943, 
for another year. L. W. Ramsey 


Company has the account. 
Miles Takes Full Net 


Miles Laboratories has ordered 
the full NBC network for its Mon- 
day, Wednesday and Friday broad- 
casts of “News of the World,” 7:15 
p.m., EWT, sponsored in behalf of 
Alka-Seltzer and One-A-Day vita- 
min tablets. 


10:00 to | 


Government Charges 
Fluorescent Light 
Monopoly in Suit 


_ Outdoor Advertising 
Domination Among 
_ Federal Claims 


Washington, D. C., Dec. 9. At- 
| torney General Francis Biddle today 
announced that the anti-trust di- 
vision of the Department of Justice 
/had filed a civil complaint in the 
federal district court at Trenton, 
| N. J., charging seven manufacturing 
companies, two trade associations 
and a testing laboratory with re- 
|Straint of trade and monopolistic 
| practices in the fluorescent lighting 
| industry. 

Defendants include General Elec- 
}tric Company, New York, and its 
| international subsidiary; 
|house Electric & Mfg. Company, 
|New York; Corning Glass 
Corning, N. Y.; Consolidated Elec- 
tric Lamp Company, Danvers, 
|Mass.; Claude Neon Lights, Ince., 


|New York; N. V. Philips Gloeilam- | 


penfabrieken, New York subsidiary 
of the N. V. Philips concern of the 
Netherlands; Reflector Lamp Mfrs.’ 
Institute, Chicago; Fleur-O-Lier 
Mfrs., Cleveland; and Electric Test- 
'ing Laboratories, New York. 


Charges No Competition 


The complaint charged that Gen- 
eral Electric, International General 
Electric, and various foreign lamp 
manufacturers had agreed to refrain 
from competing in their respective 
home markets, and that Westing- 
house had joined in the agreement 
in return for a share of the lamp 
sales in the domestic market, thus 
stifling the growth of independent 
manufacturers. 

The complaint further alleges 
|}conspiracy between G-E, Westing 
house, and public utility companie; 
“to stifle and retard” the develop- 
ment of fluorescent lighting by fail- 
ing to promote and advertise it as a 
means of general illumination or as 
a means of lowering electricity con- 
sumption. 

According to the complaint G-E 
'has monopolized the manufacture 
of used in the lamps, while 
Corning has monopolized the manu- 
facture and sale of the glass tubing 
used in the lamps. 


bases 


Charge Outdoor Monopoly 


An agreement to monopolize the 
outdoor advertising display lighting 
field was attributed to G-E, Con- 
solidated, Claude Neon Lights, and 
| Westinghouse in the complaint. 

G-E and Westinghouse have allo- 
cated the indoor field to themselves, 
it was charged, turning the outdoor 
field over to Claude Neon Lights 
and others, while Consolidated was 
|) allocated a limited share in the in- 
| door field in return for agreeing not 
to export and for adhering to the 
terms of another agreement involv- 
ing incandescent lamps. 

The government bill can- 
cellation of the alleged agreements, 
and reorganization of the fluorescent 
lighting field to restore competition. 
It seeks to enjoin G-E and 
Westinghouse from instituting pat- 
ent infringement suits against any 
person or company on any of the 
|patents relating to the fluorescent 
industry, or as an alternative, that 
the companies be ordered to issue 
licenses to all applicants without 
royalties. 


seeks 


also 


Follows Sylvania Suit 


The civil complaint filed by the 
government today followed _ the 
recent intervention of the anti-trust 
division in the G-E infringement 
suit against Sylvania Corporation, 
allegedly the only producer not 
under the control and domination 
of the bigger companies. 

A similar suit charging several of 
these defendants with monopoly and 
restraint of trade in the incandes- 
cent electric lamp industry is now 
pending in the Trenton court. 


Westing- | 


Works, | 


N. C. Rations Liquor 


Rationing of liquor began in 
North Carolina Dec. 10 under a 
coupon system similar to federal 
rationing of other commodities. 
Consumers may buy one quart be- 
fore Dec. 15 and two quarts every 
fortnight thereafter until Feb. 1, 
when the ration will become one 
pint a week. Only 25 of the state’s 
counties are wet, liquor sales being 
made through county - operated 
stores. 


Shirtmaker Names Grey 


Phillips-Jones Corporation, maker 
of Van Heusen. shirts, collars, 
sportswear and pajamas, has placed 
its account with Grey Advertising 
Agency, New York. 

Robinson to WAAB 

Mrs. Dorothy Robinson, formerly 
local commercial manager of Sta- 
tion WTAG, Worcester, has been 
named supervisor and sales man- 
ager of Station WAAB, Worcester. 
The station is a Yankee and Mutual 
affiliate. 


dicicincmicanenaniae 
Grauer Returns to R&R 

Ed Grauer, for several years 
copywriter for the Dodge Division 
of Chrysler Corporation in Ruth- 
rauff & Ryan’s Detroit office, and 
more recently associated with WPB, 
has resigned his position to return 
ito Ruthrauff & Ryan in Detroit. 


998,087 


LINE CHANGE 
IN 


FORT WAYNE 
INDIANA 


ADVERTISING 
LINEAGE 


In 11 Months 1942. 
(See Media Records) 


JOURNAL-GAZETTE 


212,015 


LINES GAIN 
— 


OTHER PAPER 


786,072 


LINES LOSS 
——— 


WHY? 
RESULTS 


To The Advertiser! 


He Created 
This Change. 


WHY NOT YOU? 


Journal-Gazette Co. 
Fort Wayne, Ind. 


_ LORENZEN & THOMPSON 
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National Representatives . 
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N. Y. Dailies Give 
Victory Rate’ fo 
War Effort Copy 


(Continued from Page 1) 


when such advertising has been ap- 
proved by the local publishers’ as- 
sociation. 

The rate has been in effect for 
some months, but thus far has been 
made available only to the present 
Victory Loan copy and to the spe- 
cial war bonds campaign sponsored 
by New York advertising interests 


|earlier this year. The rate was de- 
veloped at the time the war bonds 
|campaign. was organized, when the 
advertising groups which developed 
the local effort sought the charity 
rate originally. This was refused 
originally, with the special “victory 
rate” finally emerging. This rate 
is sometimes below and sometimes 
above the charity rate, depending 
on the individual publication’s rate 
structure. 


Not Commissionable 


The local “victory rate” is espe- 
cially attractive to banks and 
financial groups here, since, gener- 
ally speaking, the financial rate in 
New York papers is as high as the 
open general rate, and in some 
cases higher. The _ special rate, 


ADVERTISING AGE 


| . | . . 
| however, is a net rate, and is not| advertising can now be lumped to- 


commissionable. 


of war work. 


special war 


tory rate.” 


pages 


In another move along patriotic 
lines, New York newspapers have | Vitamins, Inc. New York, which 
informed various government agen- | has been set up by Blackstone Prod- 


It was instituted | gether to come under the lowes’ 
solely to aid in the preparation of | possible rate, instead of considering 
war effort advertising by groups| »ach campaign as an individual pro- 
which desire to contribute anony-| motion, earning its own rate. In 
mously to a campaign devoted ex- 
clusively to one or another phase | various armed services on recruit- 


other words, copy placed for the 


|ing, plus whatever advertising may 


War effort promotion sponsored be placed from time to time by any 
by individual companies and signed | other government agency, will here- 


by them, even though entirely de-| after get a blanket “government” 
voted to a war theme, such as the | rate, based on the total space used 
bonds 
United States Steel Corporation ran 
on the anniversary of Pearl Har- 
bor, is not granted the special “vic- 


which | by all government agencies. 


Grey Named Agency 
Grey Advertising Agency, New 

| York, has been named to direct the 

‘account of a new company, Major 


‘cies placing paid space that their! ucts for Major B vitamin pills. 


Within less than a year from Pearl 
Harbor, the great facilities of adver- 
tising have been marshalled and or- 
ganized for war service on a scale 
never before either visualized or at- 
tempted. Government, advertisers, 
agencies and media have combined to 
make the far-flung industry of mass 
communications which we call adver- 
tising a powerful factor in helping 


to win the greatest war in history. 


So much has happened, in fact, 
that even the advertising field itself 
hardly realizes the extent of the 
progress which has been made in 
gearing together all of the services 
and facilities of advertising so as to 


apply its myriad forces effectively 


Many readers of Advertis- 
ing Age will want extra copies 
of this great issue for their 
permanent records, and for 
distribution to business 
friends, associates and 
clients. Since the print order 
will be limited to the indi- 
cated demand, requests for 
extra copies of the December 
21 issue should be addressed 
immediately to the Circula- 
tion Department of Adver- 
tising Age, 100 E. Ohio 
Street, Chicago. The regu- 
lar price of 10 cents a copy 
will apply. 


for the numerous and varied objec- 


tives of our national government in 


the successful prosecution of the war. 


Therefore, as a service to advertis- 
ers and to advertising, and as a rec- 
ord of which the entire industry may 
well be proud, Apverristnc AGE will 
dedicate its December 21 issue to the 


theme of 


A Year at War” 


“Advertising 

In this issue the editors of Apvrr- 
ristinG AGr will chronicle advertis- 
ing’s conversion to war, report on the 
specific war jobs which have been as- 
signed to and successfully accom- 
plished by advertising, and provide 
i complete and detailed guide to 
wartime advertising and cooperation 
with government agencies and de- 


partments. 


Included in this special issue will 
be detailed accounts of the manner 
in which the government makes use 
of voluntary advertising; the organi- 
zation and operation of the Adver- 
tising Council; a directory of gov- 
ernment campaigns with which ad- 
vertising is or can be connected; an 


“advertising man’s guide to Wash- 


ington”; a study of the publie’s atti- 
tude toward wartime advertising; a 
résumé of the war activities of all 


national and local associations in the 


December 14, 1942 


20-30% Trim in 
Paper Supplies 
Is Estimated 


(Continued from Page 1) 


paid” circulation for the cor- 
responding quarter of the year 1941. 
Allowance for damaged copies, 
returns, and other waste consump- 
tion would be 3%. Provisions would 
also be made granting Ernest D. 
Kanzler, WPB director-general of 
operations, authority to grant extra 
paper allotment to provide for sub- 
stantial circulation increases. 


Exempt Small Papers 


In addition to advising strictes: 
conservation measures, the advis- 
ory committee suggested that initial 
curtailment be instituted on Jan. | 
by reducing newspapers to the 1941 
level. Those papers whose 1941 
consumption of print paper did not 
exceed 25 tons in any quarter, 
would be exempted from any fur- 
ther cuts. 

It was estimated that 1942 pape: 
production will run approximately 
15% above that of 1941. 

The year 1941, suggested by the 
newspapers as a base period, was 
the year of highest advertising reve- 
nues, circulation, and print pape 
consumption in the last decade 
Automobile and appliance adver- 
tising curtailment has generally re- 
duced newspaper revenues during 
1942. 


No Acceptance Shown 


Although W. G. Chandler, chief o! 
the WPB printing and publishing 
branch, and Donald J. Sterling, spe- 
cial consultant on newspaper prob- 
lems to WPB Chairman Donald M 
Nelson, did not indicate whether the 
government would accept the news- 
paper publishers’ proposal, they as- 
sured members of the committec 


advertising field, and numerous other | that WPB would only allocate tota! 


subjects. 


The issue will be given widespread 
distribution throughout government 


and industry, and particularly in 


paper supplies to each paper, and 
that it would not attempt to rule on 
the essentiality of any publications 
or newspaper sections, such as 
comic sections, magazine sections, 
Sunday supplements, or “shopping 
news” publications. The latter will 
probably be considered under com- 
mercial printing rather than news- 
paper quotas, it was learned from 


Washington. As a factual, compre- |2UPoT tive sources. 


hensive study of advertising’s war- 


Equal Cuts Expected 
The assurance that WPB would 


time activities, it will be a source of |2°t @ttempt to rule on the essential- 


information and inspiration for gov- 


ity of any publication indicated 
that WPB policy would dictate 
equal reductions in consumption of 


ernment, business and advertising |P@P°, % all classes of publications, 


officials alike. 


Because of the great volume of 
editorial material which this issue will 
contain, only a limited amount of 
advertising space will be available. 
Every medium and service which is | 


making a worth while contribution to) 


including magazines. 

WPB spokesmen tonight with- 
drew their estimate that 1943 paper 
consumption would be  approxi- 
mately 24% below 1942, made dur- 
ing the noon recess. 

They pointed out that confusion 
as to the amount of the cut might 
have arisen from the fact that 20,- 
000,000 cords of pulpwood would be 
available in 1943, compared with 
25,000,000 cords in 1942. There is 
|no set relation between production 
and consumption in the fluctuating 
| paper field, they pointed out. 


the war effort is invited to use space | It’s Now ‘Crosley 
in this issue for the purpose of aiding | Square’ for Home 
in the presentation of an over-all of WLW and WSAI 


picture of service to our country in) 


time of war. 


Regular rates will apply, and ad- | and WSAI. 


Cincinnati, O., Dec. 10.—Crosley 
Square has been decided on as the 
name of the new home of the broad- 
cast division of the Crosley Cor- 
| poration, operating Stations WLW 
The name was deter- 
mined by a_ contest conducted 


vertising forms will close Decem-|#™ong employes of the broadcast- 


ber 15. 


jing division, and $25 bonds were 
awarded to the two men who 
selected the winning title. 
Crosley Square is an 


stone structure which 


imposing 
was origi- 


ADVERTISING AGE toe. on10 st., cHICAGO =n By mn 


completely remodeled to serve the 
purposes of the radio stations. It 
|is air conditioned and exceptionally 
| well equipped for its new work. 
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ATTEND CLEVELAND 'WAR CONFERENCE’ 


Club members who took part in the International Affiliation of Sales and Adver- 
tising Clubs’ session at Cleveland, Dec. 5, include (left to right), C. D. Laidlaw, 
General Electric Co.; W. S. Kenaga, Ohio Bell Telephone Co.; G. S. Altman, 
Nu Bone Co.; C. D. Abbey, Cleveland Paper Co.; Grant Stone, Cleveland Press; 
Ken Anderson, Walsh Advertising Co., Windsor, Ont.; Eric Zimmerman, Railway 
& Industrial Engineering Co.; Earle Pearson, AFA manager; J. C. Travis, Cleve- 
land; Henry Chambers, Windsor; K. E. Kellenberger, Pittsburgh; H. C. Treharne, 
secretary-manager, and L. P. Doyle, president, Cleveland Advertising Club. 
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This Swift & Co. copy, which looks like three advertisements and some editorial 

material, is actually a half-page advertisement in The American Weekly for Dec. 

13. This will be its only appearance in December, but it may blossom later in 

rotogravure sections of several newspapers. The center copy is for Peter Pan 
peanut butter, made by Derby Foods, a Swift subsidiary. 
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Representing the Boston Post and its readers, Chester C. Gray presents to 

Matthew O. Byrne, (right) New England general chairman of the national “key 

kollection"” sponsored by the paper industry, a 10-day collection of keys esti- 

mated at more than a million. The key kettles came from the Post plant. The 
keys go from all collection points to brass mill furnaces. 


FAYGO PROMOTES A WARTIME 'WORLD'S BEST BUY' 
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A patriotic a=pcal tying in with the holiday season is being used this month in the greater Detroit area by Faygo Beverage 
Co. The 24-sheet posters, up on more than 100 locations, were lithographed by Continental Lithograph Corporation. Grace 


& Bennent handles the account. 
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HOW TO TAKE YOUR MIND OFF THE WAR 


5 rye’ sf 
) { 3Bi4-4 
y\TAM 
1 " 
pAb 
Ld 
Sas 
o : 
é 
’ { 
. i 
if / 


Maine's potato boy chalks up timely 

nutritional advice on a new six-color dis- 

play offered to stores by the Maine 

Development Commission. Brooke, Smith, 

French & Dorrance, New York, is the 
agency. 


Effective photograph being used in current magazine advertising of April 
Showers talc, part of Cheramy cosmetics line of Houbigant, Inc. J. M. Mathes, 
Inc., is the agency. 


A U. S. WARTIME HANDSHAKE 
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WINE INSTITUTE Se | 


American Oil Co., Baltimore, features two well-liked fellows on its Christmas 
panel posters this year. 


POSTWAR PRICE FIGURES PROMINENTLY 
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The Wine Institute has urged merchants F 
to tie in with this full-color page in Col- id 


lier's through window displays using re- 
prints, wine and wine glassware—some 
patterns of which are produced by Libbey 


Glass Co., a subsidiary of Owens-lllinois. ¢ 
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The actual cost of a trip to Hong Kong—under happier circumstances than 
nowadays—is one of the features of a new campaign launched by Western Air 
Lines. (Story on Page 43.) 


CALVERT CARDS GLITTERS 


A new type of car card is being used by Calvert Distillers Corp. in subways, 
busses, street cars and suburban trains in metropolitan areas, with a “glitter” 
material which helps illuminate the name in brightly-lighted cars. 
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‘Tee nation need not worry about 
**morale.”’ It is safe-guarded by a price- 
less “secret weapon’’—the American 
sense of humor 


You see it at work everywhere—every day... the ‘'so 
what” that dismisses gasoline rationing ...the grin that 
shrugs off sugar and coffee shortage ...the wise-cracks 
that make even chilly houses bearable! 


For more than 40 years, Puck-The Comic Weekly has, 
week after week, provided entertainment for millions 
of American men, women, and children, and has helped 
to cultivate the great American “sense of humor.” 
Distributed through 15 of the most important Sunday 
newspapers from coast to coast, Puck today is a bul- 
wark of our national morale. 


Once a week, its colorful pages, like the fabled magic 
carpet, whisk away more than six million families into 
a dream world—a picture-world of laughter, light- 
heartedness and love. 


ADVERTISING AGE 


December 14, 1942 


SKIPPY-THE MODERN HUCKLEBERRY 


Puck brings fun-filled moments of entertainment to 
millions on the home front. Among the boys in the 
armed forces, too, “the comics,” by popular vote— 
according to a recent survey —top the list of Preferred 
Reading. 


Old-Time Buddies 


To civilians and soldiers alike, Puck's beloved char- 
acters are old-time buddies—pals who never let them 
down. Men and women in their 30's and 40's can 
boast a life-long companionship with Jiggs and Maggie, 
with Tillie the Toiler, Barney Google, or The Katzen- 


jammers. 


Younger folks in their 20's have been friends since 
childhood with Blondie, Popeye, Flash Gordon, Donald 
Duck, Skippy, and other favorite characters that make 
up Puck's All Star Cast. 


But there's another group whose kinship to Puck dates 
back only 11 years—a shrewd, market-minded group of 


FOUNDED 1876 


~ COMIC WEEKLY 


DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS 


959 Eighth Avenue, New York ¢ Hearst Building, Chicago 


AMERICA’S ) 
SECRET WEAPON 


...0UP National 
Sense of Humor 
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the nation’s leading advertisers. For them, the pages in 
Puck-The Comic Weekly—since they became available 
for general advertising in 1931—have been an Open- the 
Sesame to the homes of more than six million Amer- ma 
ican families. 


These firms who measure media from every con- EOC 
ceivable angle have picked Puck year after year for 
three basic reasons: 


1. It’s the only NATIONAL Comic Weekly. ges 


2. It blankets the great industrial areas which to- do: 
day, as always, are the most prosperous markets 
in the U.S. A. 


3. It’s read more thoroughly by more people than at 
any other publication of its kind in the world. 


Proof of advertisers’ continuing and increasing con- 
fidence in Puck-The Comic Weekly is evidenced by its 
increase in advertising lineage during 1942 over the 
previous year—the largest gain of any similar “group” 


in the country. 


Copr 
Kang Features 
Syndicate, Inc 
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